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8000 TV spots this spring... 
BIGGER THAN EVER FOR FALL! 


Plan now to share the sales from the 
biggest promotion in the shoe industry ! 
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. an inside sweater pump on the 

famous Footsaver Shortback Last. 

The lasticized collar assures glove-like fit 
. the fashion silhouette features 

a modified needle toe and 18/8 heel. In 


ohmans (ib 


3357 Briarwood; available also 

in +3308 Bone, #3300 Fern Green, 

#518 Cherry Red, #510 Basque Red, 

1807 Figle Blac... by 

Julian on Kokenge Co., Columbus 15, Ohio 
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Hush Puppies—the most successfully promoted. most 


successfully sold shoe in 1958—will go bigger than ever 
in 1959! ~ 
Remember last year’s August 24th and December 7th 
promotions that began with full-color, full-page ads 
in THIS WEEK and PARADE? Starting April Ist. 
there’s to be a third big promotion—a big Spring 
=) splash! (Never you mind. Among other things, Hush 
Puppies are water repellent, and they're so light. 
they float.) 
There'll be eye-catching, buy-catching four-color ads 
again in THIS WEEK and PARADE... plus THE 
NEW YORK TIMES MAGAZINE, PLAYBOY, 
TRUE and additional major-market newspaper sup- 
A R t a FA Y plements. And they’li carry local dealer listings! 
It’s your big chance to help your shoe sales take a 
9 giant step. A very few territories are still open. Write 
for details now: Wolverine Shoe and Tanning Cor- 
poration, Rockford, Michigan. 
P.S. And to help you sell out boys’ styles: Hush 
Puppies have been selected by the U. 5S. Olympic 
Committee to be worn as part of the official uniform 


for the United States Pan American teams. 


There'll be a complete promotion package. too. for 
local advertising support, mailings, in-store displays. 
including Father’s Day displays and gift certificates! 
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the 


greatest step 
in 
25 YEARS 


Patented Construction... The Silent-Step Lift is of hard, extremely durable 

rubber compound. The lift is on a dowel and can be replaced easily, if 

necessary, by local Shoe Repair Shops. 

No Click-Clack Noise... No Jar... No Shock...No Sway... Silent comfort 

because of the soft but firm grip that Only a Rubber Formula can give. 

No Mar... No Dents...No hard composition or metal to mar or dent 

floors...no hard, sharp ragged edges to snag hose. 

Backed by National Advertising ...Silent-Step Lifts are being introduced 
@ 10 millions of women through Vogue, Harper’s Bazaar, Mademoiselle, 

Charm, Good Housekeeping, and other magazines. 


Developed and Manufactured by MISSOURI HEEL COMPANY, 4067 Folsom Avenue, St. Louis 10, Missouri 


‘a Extensively Warehoused and Distributed by: famous for 
* AUBURN WOOD HEEL CO.— Auburn, Maine © GABRIEL-CENTURY WOOD HEEL CO.— 882 Third, Brooklyn, N.Y. 
4 


© CAMBRIDGE MFG. CO.— 120 Potter St., Cambridge, Mass. @ HANOVER HEEL CO. — Hanover, Pa EELS 


@ CENTURY WOOO HEEL CO.— 151 Essex, Haverhill, Mass. * SOUTHERN HEEL CO. — Springfield, Tenn. Gueranteed in writing against breaking, 
chipping, bending or cracking under 
© CENTURY WOOD HEEL CO. — 1708 Tyler, Ei Monte, Calif. @ (In Canada) WILLIAM GLADSTONE CO.—988 De Bullion, Montreal normal wear and use. 





SOMETHING TO SEE... 


EYE-TAKING! 
COSMIC KID 
IS A STAR ATTRACTION 


IT’S NEW... beautiful, full of character... 
certain to be the leather you'll want in many 


of your style shoes for Autumn. 


COSMIC KID is a leather of individuality, dif- 
ferent in look and feel from kidskin as you 
have known it. Aniline-finishing and unique 
boarding make this leather a true prize for 


Autumn promotions. 


If high-fashion shoes are your forte, then 
COSMIC KID definitely is your leather. 
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TO THE SHOE INDUSTRY 
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Baker Reporting from Washington 

Editorial 

Voice of the Trade 

Profile: Irving D. Brown . 

Salute to American Design: Barbara Spranza 
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Pattern Portrait ... 

St. Louis 13th Annual Shoe Show 

St. Louis Presents the Wide, Wide World of 
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Elasticizing and Boots 

New Lasts Put into Fashion's Orbit 

Color: Here, There, Everywhere . 

The Classic Beauty of Pumps 
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The Shoehorn Capital of the World 
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Quality 
Is our 
first product 


Blue Star’s sparkling styling and better 
fit are very important, of course, but it 
is the high standard of quality in both materials 
and shoemaking that has kept Blue Star 


moving up as America’s fastest juvenile shoe line. 


IN STOCK 


Write, wire or phone collect today for complete information about a franchise in your city SAME DAY SERVICE 
BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 


$5-$6-$7 CHILDREN’S SHOES 
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in Quality 


and Craftsmanship 


NEW! SLENDER-LAST 


Roamer 


By SEBAGO-MOC 
4 IN-STOCK STYLES FOR MEN * IMMEDIATE DELIVERY 


STYLE 44700 BROWN, ocebble grain 
STYLE #4770 BLACK, pebble grain 
$7.70 


STYLE #7700 BROWN, smooth 
STYLE #7770 BLACK, smooth 
$7.10 


Slimmer, trimmer . . . for bigger-than-ever PROFITS! The new modi- Incomparable comfort and flexibility 
of Sebago's Patented Welt 
Construction (u.s. Pot. #2420466) 
that is making the Roamer'™) one of today's fastest selling shoes. Hand-lasting with smart high riding 
Compare these quality Sebago features with those shoes selling for hand-sewn vamp 
dein aul Luxurious mellow-rich leathers 

: Hand-rolled collar 

You'll see why the new Roamer represents a VALUE Kemblo foam cushioning 


UNMATCHED in footwear. Steel orch-support 


fied last retains all the selling features, all the superb craftsmanship 


Free Mat Ads and other Sales Aids available. 
Send for catalog and prices on America's Fastest Growing Line of Moccasins 


S E B A G @] = M ©) [ Cc  @) M PA N Y New poe poe a Bidg. 


Made in Canada by Canada West Shoe Manufacturing Company, Winnipeg, Manitoba 
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ANOTHER 
WINNER 
TAKES OFF 
ON ATIRFOOT 


On and off the avenue, JARMAN's smart “Casablanca” 
oxford, in Bahama Cordovant and Morocco grain, is fashion- 
ably correct. As easy to wear as it is easy on the eyes, 
this JARMAN style is ingeniously cushioned with AirFooT by 

- Goodyear to pamper the wearer's foot with airy comfort at 
every step. 


Cushions without bulk! Goodyear's exclusive AirFoot is the 
wonder cushioning that makes shoes trimmer, springier, more 
flexible. Its superior “comeback” ratio allows a thinner sole 
application with maximum, lasting comfort in a minimum of 
space. Yet, lighter AirFooT density stands up better, allows 
“breathing without weak spots; provides full, unfailing sup- 
port for the life of the shoe. Years of use have proved the 
quality of Alrroot, the shoe cushioning that has never let 
anyone down. 


ONLY AIRFOOT HAS THIS 
FLEXIBILITY, makes shoes 
free and easy as slip- 
pers; gives a luxurious 
feeling with every step 


JARMAN Shoe Company, 
A Division of Genesco 


. ol 
ee Wt) (-y tioning 
ie ee ‘ 


MADE ONLY BY 


coop/VEAR 


Vorid's First, Foremost and Finest Foon shioning 


Designed Specit ally for F 


contact Goodyear 


NOTE TO SHOE MANUFACTURERS: 





the HEAR De inner SOLE 


of America’s leading shoes today. . . 


PELLON 


Retailers: Benefit from the tremendous acceptance of Pellon as the inner sole that gives TRUE FLEXIBILITY 
by specifying Pellon. Manufacturers: Construct your shoes the modern way with Pellon inner construction 
materials and achieve wonderfully soft lightweight results. 


This informative booklet PELLON CORPORATION, Empire State Bldg., New York, N. Y. 
available without cost upon request Shoe Sales Division: 
for insertion in shoe boxes. IRVING J. FIFE & CO., 432 Fourth Ave., New York, N. Y 


e registered trademark of the Pe 
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E finest / 


“little lambs.” 


SHOES FOR CHILDREN 


Corporation ¢ Ephrata, Penna. 





She buys the world’s best 


for the son who lights her world 


€SERA EE ey, 


A Guide to Your Child’s 
Foot Growth eo 7 : 
isdiliaiscsadgetstiaainie 7 Extra Sales start with this Chart 


os Shoe Sine Changes according to ae 


act CHANGE CuECE 





Use Avon's Foot Growth Chart to educate parents about shoe 
6 mos tob6 yrs 4108 weeks Every 4 weeks 
CuO | Sew | faySeets ae size checking...to reap the extra profits in this sound, increase- 
10 to 12 yrs 12 to 6 weeks Every 12 weeks 


Due na tae Seki bits shoe-pairage plan. Order chart in store display-size and in 


ISyrs and over Every6 20 Everyé : 
a ere asa pocket-size giveaway for parents from Avon FREE! 


1 werveus foot afmente ering your child in fo 
eevias shoe wise check 


aw” +3232») 


ee renner errr eee 


= 
AVONITE # 
SOLES = 



















your 
best choice 
because It's 
your customer's 


first choice 


eeeeeeeeeeeeee 





not on all shoes... just the best ones 





A famous quality sole offers vou a valuable dividend it does its own selling. 
That’s why a shoe is pre-sold when it’s soled with Avonite —— your customer's 
first choice for longer wear, greater flexibility, waterproofness, perfectly balanced 
comfort. It’s the trusted quality solemark that helps make the sale, the satisfied 


customer, the solid repeat business and sure profit for you, season after season. 


AVON SOLE COMPANY, Avon, Mass. 
HIGHEST QUALITY. SOLES for 48 years 
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“Feather-Wedge” | 
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COST TO YOU 
$9.00 





1044 ... Unbelievably soft 
and feather-light in smooth 
Duk-Bak sports leather! But, 
tough and rugged-wearing, 
with full quota of Quilon for 
exceptional water and acid re- e Lr - 
sistance! Amazing Goodyear ‘ 
““Cobra’’ wedge sole is non- 
skid, self-cleaning. Has all other 
Acme wear-and-comfort extras! 
Sizes 6% thru 12, and 13. 
B, D, and EE widths. Autumn 
Brown color. 


- 


. -- 
. - 
se. s-* 


NATIONALLY 
ADVERTISED 
FULLY INSULATED, foot & top! ‘““RUFF-OUT”’ retan leather 
1054 ‘‘Duk-Bak"’ sports leather, with full 1022 .. Scuff and scratch resistant! Non-skid 
quota of Quilon. “Ribber’’ sole and 





“Ribber"’ sole and 
heel. Sizes 62 thru 
12, and 13. Dand 
E widths. 


heel. Rawhide laces. 
In Brown. Sizes 62 
thru 12, and 13. B, 
D and EE widths 


boots 
belong 
in today’s 
comfortable 
practical 
colorful 
way of living 


cost to rou... $10.00 ———— cost to You... $8.35 


ACME BOOT COMPANY, INC., Clarksville, Tennessee 
ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, ENGINEER BOOTS and PARADE MAJORETTES 











I.S. Surveys Retail 
Wages and Benefits 


BOSTON—Independent Shoemen 
has launched an intensive survey 
of wages and fringe benefits paid 
by the majority of its retail shoe 
store members. 

Eric Franken, chairman of the 
IS. merchandising committee, 
which is conducting the study, said, 
“We expect that the findings of 
this initial and vital study on shoe 
store operations will provide re- 
tailers with a practical and ex- 
tremely helpful gauge for their own 
operations. Many shoe retailers 
have only a vague idea of what the 
average shoe store pays in the form 
of direct wages and fringe bene- 
fits.” 

The I.S. study, Mr. Franken ex- 
plained, will provide not only aver- 
age figures but also a breakdown 
by sizes of store, annual volume, 
types of shoes sold, number of em- 
ployees and geographical location. 

A questionnaire is being mailed 
to stores. 

The survey will be the first of 
its kind in defining types of com- 
pensation paid shoe store em- 
ployees, incentive plans now gen- 
erally used, and fringe benefits such 
as paid holidays and vacations, sick 
benefits and life insurance. It will 
also cover such factors as employee 
turnover and difficulties in hiring 
help. 

“We hope also to have some valu- 
able information on such factors as 
store-paid training or personal de- 
velopment courses and membership 
in civic and recreational pro- 
grams,” Mr. Franken said. 

Mr. Franken is part-owner of 
Herbert Cox Shoes, Little Rock. 


Boston Boot and Shoe Club 
To Observe Sports Night 

BOSTON—Members of the Boston 
Boot and Shoe Club will hold their 
final meeting of the 1958-59 series, 
April 15 at the Statler Hilton Hotel. 
Guests will include several promi- 
nent figures in the sports world. 

At their 383d dinner meeting, 
March 18, members and their guests 
were entertained by a Swiss psychol- 
ogist, Dr. Stanley Jaks, whose sub- 
ject was “Curiosities of the Mind.” 
Toastmaster was the club’s presi- 
dent, C. Russell Cavanagh. 


April |, 1959 


Headlines 





Leather, Rubber Shoe Imports Soar 


Imports of leather footwear more 
than doubled in pairage in 1958, 
from 11 million to 23.6 million. 
At the same time, rubber foot- 
wear imports increased by more 


than 200% over 1957. 


By GEORGE BAKER 


WASHINGTON, D. C. — Imports 
of both leather and rubber footwear 
are rocketing to astounding new 
heights, according to the U. S. Com- 
merce Department. 

Imports of leather footwear rose 
by more than 100 per cent in 1958 
in comparison with 1957 totals. Im- 
ports of rubber footwear climbed by 
more than 200 per cent in the same 
period. 

Imports of leather footwear in 
1957 totaled 11,049,747 pairs. These 
imports had a value of $22,247,557. 

In 1958, leather footwear imports 
zoomed to 23,596,541 pairs, having a 
value of $32,878,782. 





February Output Shows 


12% Gain over Last Year 


WASHINGTON, D. C. — Produc- 
tion of footwear in February, 1959, 
totaled 54.9 million pairs, according 
to the Census Bureau. This is 12 
per cent above the 48.9 million pairs 
produced in February, 1958, and 1 
per cent higher than the 54.3 mil- 
lion pairs produced in January, 
1959. 

Men’s dress and play shoe pro- 
duction of 7.6 million pairs showed 
no change from the level of 7.6 mil- 
lion pairs for January, 1959, but 
was 18 per cent higher than the 
6.5 million pairs produced in Febru- 
ary, 1958. 

Women’s dress and work shoe 
production of 17 million pairs in 
February, 1959, represented a de- 
crease of 2 per cent from January, 
1959, but an 8 per cent increase 
from February, 1958. 

The output of all other footwear 
in February, 1959, was 3 per cent 
higher than in January, 1959, and 
14 per cent higher than in Febru- 
ary, 1958. 


These totals do not include leather 
slipper socks. In 1957, 2,617,601 
pairs of slipper socks, with a value 
of $1,118,193, were imported into 
the U. S. In 1958, the pair and value 
totals were substantially higher. 

Imports of rubber footwear into 
the U. S. rose by more than 200 per 
cent from 1957 to 1958. The category 
“rubber footwear” includes these 
three principal types: rubber boots, 
rubber shoes and overshoes, and rub- 
ber-soled footwear with fabric up- 
pers. 


Rubber Pairage Triples 


In 1957, 6,045,595 pairs of rubber 
footwear were imported into the 
U. S. The value of these imports was 
$4,712,129. 

In 1958, 19,179,807 pairs of rub- 
ber footwear were imported. These 
had a value of $11,494,198. 

Data presented here on leather 
footwear were compiled by the 
Leather, Shoe and Allied Products 
division of the U. S. Commerce De- 
partment’s Business and Defense 
Services Administration. Data on 
rubber footwear were compiled by 
the Bureau of the Census, U. S. Com- 
merce Department. 


Knapp Succeeds Babcock as 
Endicott Johnson Treasurer 


ENDICOTT, N. Y.—Frank C. 
Knapp has been elected treasurer of 
Endicott Johnson Corporation to 
succeed Bruce L. Babcock, who re- 
tires April 1. Mr. Babcock will con- 
tinue as a director. 

Mr. Babcock joined the company’s 
legal department in 1920 and be- 
came assistant secretary the next 
year. He was elected treasurer in 
1927 and a director in 1929. 

Mr. Knapp, who has been assis- 
tant treasurer since 1946, joined the 
company in 1914 in the sales book- 
keeping department and later was 
credit manager of the Endicott di- 
vision. Succeeding Mr. Knapp as as- 
sistant treasurer will be Harold P. 
McGowan. 


Mr. McGowan started with a com- 
pany subsidiary in 1946. 
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All-Out Effort Nets Retail Honors: 
‘Brand Name’ Winner Stresses 


At Cardinal's of Corpus Christi, 
“Brand Name Retailer-of-the- 
Year” among shoe stores, prod- 
uct knowledge is a “must.” To 
prevent customer complaints, 
new models are tried out by sales- 
girls before the public gets them. 


By CONRAD CASLER 


CORPUS CHRISTI, TEX.—Win- 
ning the “Brand Name Retailer-of- 
the-Year” award in the shoe stores 
category was no chance event for 
Cardinal’s of Corpus Christi. It was 
a concerted effort on the part of 
Ernest Cardinal, owner and general 
manager of the salon-type retail 


outlet which has operated here 
since 1928. 
Cardinal’s placed second and 


third in previous years before fi- 
nally making the top grade among 
thousands of entries in the annual 
Brand Names Foundation contest 
covering 1958. 

Four basic points—promotion of 
quality, fashion, brand names and 
service —are Cardinal’s cardinal 
rules. 

An extensive and rigid sales 
training program must be com- 
pleted by each salesperson. In ad- 
dition, sales meetings are con- 
ducted twice weekly. 

Knowledge of the product is a 
must. Education in style and fash- 
ions is constant among the 11 mem- 
bers of the Cardinal’s sales staff. 

Before new products and models 
are introduced to customers, sales- 
girls try them out. Mr. Cardinal 
compiles a list of all complaints 
concerning wear, fit and comfort 
before new-model footwear wins 
his personal O.K. for public use. 

“It’s much better for us to find 
out the weak points and complain 
to ourselves than have a dissatisfied 
customer return a pair of shoes,” 
he said. 


Most of Staff Are Women 
Mr. Cardinal relies heavily on 
women as members of his sales 
staff. They make up nine of the 11 
members. 


14 


“The small size of Corpus Christi 
does not attract topnotch sales- 
men,” the store owner said. “Those 
good ones who do come here are 
floaters who won’t stay long. So we 
take an inexperienced woman, send 
her through our training program 
and end up with a topnotch sales- 
person.” 

Mr. Cardinal’s sales philosophy 
bears him out. Last year one of his 
salesladies won the National Sales 
Executive Club- Chamber of Com- 
merce award. According to Mr. 





Ernest Cardinal, owner and general 
manager of Cardinal's of Corpus Christi, 
shows his brands. The sign is one of his 
store's numerous point-of-sale displays 
emphasizing brand-name footwear. 


Cardinal, she sold $107,000 worth 
of brand-name merchandise last 
year. “That figure can easily match 
the top man’s annual sales, espe- 
cially when the national top aver- 
age is something like $60,000 to 
$80,000.” 

This year another member of his 
sales staff, also a woman, will re- 
ceive the same award. 

The Cardinal’s staff operates in 
the only “living room’”-type store in 
Corpus Christi. The entrance salon 
features shoe, handbag and hosiery 
displays in ultra-modern showcases. 
Two other salons are modeled 


Sales Training 


around living room styling. A cas- 
ual atmosphere is enhanced with 
piped-in soft music. Drapes and 
mirrors grace the walls of these 
two rooms with a minimum of space 
allocated to displays which are of 
subtle good taste. 


Brand Names Listed 


Cardinal’s shoe inventory carries 
prominent brand names. Trade- 
marks on the stockroom shelves in- 
clude Evins, Julianelli, Herbert 
Levine, I. Miller, Customcraft, Avo- 
nette, Amalfi, Adores, Hill & Dale, 
Millerkins, Nite-Aires, Haymaker, 
Sun Cal and Jocelli. 

In addition he carries a line of a 
dozen top name brand handbags 
and one line of hosiery. These are 
musts, he says, in any store dealing 
strictly in shoes. 

Mr. Cardinal said he uses three 
basic media for his advertising: 
newspapers plus radio and tele- 
vision spots. By far the largest por- 
tion of his advertising budget is 
spent in the newspaper field. 

“We make it a point to stress 
brand names in all our advertis- 
ing,” he added. Brand name plaques 
and advertising cards are conspicu- 
ously displayed in ads and store 
displays. 

Mr. Cardinal entered retailing 
while in high school at Leadville, 
Colo. He has been at it since in the 
shoe field, with the exception of a 
hitch in the Navy during World 
War I. 


Worked in Denver 


He spent six years as buyer and 
manager for the Broadway Store in 
Denver before entering business on 
his own in Corpus Christi in 1928. 

He could not have picked a more 
inopportune time business - wise. 
Corpus Christi was a village of 25,- 
000 at the time. Oil and gas plus 
the opening of a port were just be- 
ginning to improve the local econ- 
omy. 

The 1929 Crash came a year after 
his opening, but its full effects were 
not felt in Corpus Christi until the 
early 1930s. Even during the height 
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of the Depression, Cardinal’s con- 
tinued to expand while selling shoes 
at $10 up, a king’s ransom in those 
days. Although small businesses 
were folding left and right and 
banks were closing, Cardinal’s ledg- 
ers remained in the black and have 
ever since. 

Now the city has grown to 170,- 
000 with a metropolitan selling area 
population of 250,000. Through re- 
liance on brand names exclusively, 
Mr. Cardinal said, business is bet- 
ter than ever and should continue 
to rise. 

Mr. Cardinal’s original store was 
built and remodeled three times be- 
fore he moved to the present site in 
the heart of the downtown district 
in 1946. 

He and his wife, along with store 
manager Delane Shofner, Mrs. 
Shofner, and advertising manager 
George Seeber will attend the 
Brand Names Foundation presenta- 
tion dinner in New York’s Waldorf- 
Astoria, April 15. 


© Obituaries 


Ernest Dunbar Dies at 78; 
Cambridge Rubber Official 


TANEYTOWN, MD.—Ernest W. 
Dunbar, 78, vice-president in charge 
of Cambridge Rubber Company op- 
erations here, died last month. He 
was also president of the Carroll 
Shoe Company of Littlestown, Pa., a 
Cambridge Rubber Company affili- 
ate. He had been associated with 
Cambridge Rubber for 41 years. 

Active in church, business and fra- 
ternal organizations, Mr. Dunbar had 
served at various times as district 
governor, both in Massachusetts and 
Pennsylvania, of Rotary Interna- 
tional. He also was a director of this 
organization. 


MARVIN M. GOLDSTEIN, 54, 
treasurer of the Henry Goldstein 
Shoe Company, Inc., Buffalo, N. Y., 
died suddenly March 17. Mr. Gold- 
stein had been associated with the 
shoe concern, founded by his father, 
throughout his working life. The 
company, which formerly was in the 
wholesale shoe business, now oper- 
ates stores in Buffalo and Niagara 
Falls. Mr. Goldstein is survived by 
his wife, two children, two brothers, 
his mother and a sister. 
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Fall and Winter Program: 


NSI Will Promote ‘Brown Shapes’ 


NEW YORK—tThe National Shoe 
Institute has announced plans to 
promote “The Brown Shoe Shapes” 
for fall and winter, 1959. 


At a conference between the NSI 
Women’s Promotion Committee and 
the editors of Vogue, a decision was 
reached to adopt and support the 
magazine’s fashion forecast, which 
will be featured editorially in its 
August 15 issue. 


Explained an NSI_ spokesman, 
“The range of brown shades will 
provide tones to harmonize with the 
spectrum of fall fashions, building 
the brown shoe into as well-manner- 
ed an accessory to women’s fashions 
as the basic black shoe wardrobe. 
The new look of brown with black 
is expected to strengthen the brown 
shoe trend.” 

The Institute will distribute to 
members a fashion bulletin on “The 
Brown Shoe Shapes,” containing a 
color chart and thumbnail illustra- 
tions of the new shapes. Starting 
August 15, Vogue will stress the 
brown theme and follow it up with 
store promotions and dealer kits. 


Six Shapes Cited 


Six shoe shapes are being hailed 
as leaders: 

© The opera pump will maintain 
a tapered toe and pencil-slim heel. 
Cutouts on the side or vamp will ac- 
cent the bare look. Throats will be 
rounded or V-shaped. Fine naps, 
lustres, patents and deldi-finished 
suedes will be the preferred leath- 
ers. 

© The open look will carry over to 
the formal occasion shoe, particularly 
in a new sandal shape. Heels will 
include all heights from 16/8 to 
24/8. Dressy materials will be im- 
portant. 

® A new walking shoe with a 
medium-high stacked leather heel 
and less-tapered toe will be lighter 
both in appearance and actual 
weight, and will show off new Italian- 
type tannages. 

® The boot will take to a variety 


of heels and materials, extending its 
use. The boot influence will be seen 
in raised vamps and heels. 


Two New Casuals 


® There will be a choice of 
pointed, square and oval toes in both 
the two new casual shapes. The 
country casual is flexible and unlined 
with either a shaped wooden heel or 
a flat stacked leather heel. The city 
casual will be a tie, ghillie, strap or 
step-in with a choice of heel heights. 


® Slippers for the home will have 
a wide range of brilliant colors and 
will feature rich fabrics. They will 
range from slippers showing the 
boot influence to open sandals and 
mules. 


The “Brown Shoe Shapes” promo- 
tion is the kickoff to the National 
Shoe Institute’s fall and winter 
campaign. 

e e e 


LIA to Join in Promotion 


NEW YORK—Leather Industries 
of America will join in the industry- 
wide fall promotion of brown with a 
campaign on the theme, “The Hues 
in Shoes Are Brown—More Beauti- 
ful in American Leathers.” A two- 
page, four-color LIA ad in the 
August 15 Vogue magazine will lead 
off the drive. 


According to Leather Industries, 
most of the footwear ads to be car- 
ried in Vogue will tie in with the 
“American Leather” theme through 
a special logotype reading “Crafted 
in American Leathers.” 

LIA also plans a nation-wide pro- 
motional campaign, working through 
TV, radio, newsreels and the con- 
sumer press to emphasize the im- 
portance of brown in both high- 
fashion and volume shoes. 


A merchandising kit for retailers 
will include window and counter dis- 
play cards, a miniature window 
card, a die-cut streamer, suggested 
window and in-store displays, sug- 
gested retail ads, and a newspaper 
release in which the retailer can 
insert his store’s name. 
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Three Genesco Groups Reject Teamsters 


Reported from BOSTON, 
NASHVILLE and COLUMBUS 


THREE groups of employees at 
Genesco have rejected representation 
by the Teamsters Union in separate 
elections, according to results made 
public by the company management. 

The elections were among the first 
held since the powerful Teamsters 
organization served notice it intends 
to organize shoe manufacturing 
workers who are not now union 
members [RECORDER, March 15]. 

Last week, five Teamster organ- 
izers opened an office in Brockton, 
Mass., and called a meeting of work- 
ers from unorganized shoe factories 
in the Brockton area. It was to be 
held March 30. 

According to Genesco officials, em- 
ployees of the company’s general re- 
tail warehouse in Nashville, Tenn., 
voted 32-26 against accepting the 
Teamsters as their bargaining agent. 
The balloting, conducted under di- 
rection of the National Labor Rela- 
tions Board, was held March 19. 


Unanimous Decisions 

The day before, employees at an- 
other Genesco warehouse in Nash- 
ville (at 63d Ave. and Centennial 
Blvd.) and at the company’s proces- 
sing terminal in Fayetteville, Tenn., 
also rejected Teamster representa- 
tion. According to the company, both 
of these votes were unanimous. 


Commenting on the results, Wil- 
liam M. Blackie, chairman of the 
Genesco executive committee, who 
heads up the firm’s retail operations, 
said, “It is a triple compliment to 
our employees when three separate 
groups in succession tell the Team- 
sters Union that they do not want 
to have anything to do with them.” 

Meanwhile, in Columbus, O., union 
officials admitted letters had been 
sent to employees of both The Walker 
T. Dickerson Company and the Co- 
lumbus plant of Joyce, Inc. Dicker- 
son employs about 300 to manufac- 
ture women’s comfort shoes. Joyce 
has 250 Columbus employees produc- 
ing women’s casual and sport shoes. 


Wage Comparison Cited 

The union’s letter to workers quo- 
ted a $1.5l-per-hour average wage 
rate for skilled shoe workers as com- 
pared with a $2.13 average hourly 
pay for all manufacturing skills. The 
workers were invited to join the 1.6 
million-member Teamster organiza- 
tion in an effort to obtain wage 
boosts and improved pension and 
welfare benefits. 

Workers, however, said late last 
month that they had not been ap- 
proached personally. 

The Dickerson employees turned 
down the Boot and Shoe Workers’ 
Union, AFL-CIO, in an NLRB elec- 
tion at year’s end. 

The Julian & Kokenge Company, 
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Columbus’ biggest shoe manufac- 
turer with approximately 1000 em- 
ployees at its plant, already is organ- 
ized by the Boot and Shoe Workers. 


Meat Cutters Union Tries 
To Organize EJ Employees 

ENDICOTT, N. Y.—While the 
Teamsters Union pushed its quest 
for members in the shoe manufac- 
turing industry, the Amalgamated 
Meat Cutters Union launched a fresh 
attempt to organize the 15,000-em- 
ployee production force of Endicott 
Johnson Corporation. 

Some 400 workers attended an ini- 
tial organization rally in an Endicott 
theater. Later, organizers claimed 
that about 350 has signed cards ask- 
ing recognition of the union as their 
bargaining agent. At the rally, Harry 
Poole of Chicago, executive vice- 
president of the Meat Cutters, at- 
tacked the EJ management as hav- 
ing a low-wage policy. 

The same evening, elsewhere in 
Endicott, Frank A. Johnson, EJ 
president, attacked the union repre- 
sentatives as dealers in “wild-eyed 
promises.” Addressing a retirement 
dinner sponsored by the company, 
Mr. Johnson described the organizers 
as representing a “strike-happy 
union” which in the past has “hurt” 
Endicott Johnson workers. 

Four unions, including the Meat 
Cutters and the Boot and Shoe Work- 
ers’ Union, AFL-CIO, announced an 
all-out effort to organize EJ 14 
months ago, but the drive failed— 
apparently for lack of support. 





Six Chains’ February Sales 
Show 19.8% Gain Over 1958 


NEW YORK—February sales fig- 
ures of the six publicly-reporting 
shoe chains showed a composite gain 
of 19.8 per cent in comparison with 
the same month of 1958. All of the 
chains registered increases, with G. 
R. Kinney ahead at 32.6 per cent. 

Edison Brothers’ sales were up 
27.2 per cent; Melville, 19.2 per 
cent; Shoe Corporation, 15 per cent; 
National Shoes, 13.8 per cent, and 
A. S. Beck, 5.6 per cent. 

For January and February com- 
bined, the chains’ composite sales 
ran 14.3 per cent ahead of the same 
period last year. Again, Kinney was 
the leader, reporting a 25.6 per cent 
gain. 
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Convertible in Store, Jumbo Camera Lure St. Louisans 


ST. LOUIS—Effective store and 
window displays boosted traffic for 
men’s shoe shops in downtown St. 
Louis last month. 

Top attention-getter was a shiny 
vellow Mercedes - Benz convertible 
inside the Regal Shoe Store on 
Olive Street. Federally tagged at 
$5,463.95, the car played up a new 
group of shoes inspired by sports 
ear styling. 

A contest sponsored by Regal 
stores on a national level also tied 
in to the promotion. 

At the Hanover men’s shoe store 
nearby, a jumbo two-foot by three- 
foot replica of an Argus 35-milli- 
meter camera was suspended inside 
the store window at eye level. Many 
passersby could not resist the temp- 


tation to peek in the 12-inch round 
lens opening. They were rewarded 
with a three-dimensional view of a 
good-selling spring pattern, a black 
smooth leather, three-eyelet, low- 
cut blucher tie with a grained plug 
above stitch-and-turn seaming. 

The Florsheim shop took a head 
start on the coming B & B men’s 
promotion for fall by devoting one 
full window to displaying dark 
brown calfskin pairs “brushed by 
hand” with black stain. 

The Jarman store across the 
street used a full skin of leather, 
plus small round trays of varied 
coloring agents, to attract attention 
to its special display of Bahama 
Brown pairs. Also at Jarman was 
an “airlines styling” promotion. 
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Tred-Lite 


CHANNELS 


BIG BUSINESS 
YOUR WAY with a 
strong, tremendously effective 
NATION-WIDE TV 
PROMOTI ON ... reaching and selling 
millions in the real volume market 


AT THE RIGHT TIME: throughout April, May, June — the 
big 3 months of your heaviest selling period. 

















IN THE RIGHT PLACE: the logical spot to sell a family 
wardrobe of casual shoes. . . in the home. 


WITH THE RIGHT BRAND: the fastest-growing, most active 
line of fabric casuals in the entire footwear field. Tred- 
Lite gives you machine washability, styling, color and 
wear ... at the right price for you to get and keep a 
highly profitable chunk of this booming market. 


GET BEHIND TRED-LITE... TRED-LITE IS BEHIND YOU 


TRED-LITE the leading brand advertiser in its price field. 
Cambridge Rubber Co., Cambridge, Mass. 







PLAY YOUR HUNCH HAGGIS - BAGGIS TREASURE HUNT 
ABC-TV NBC-TV NBC-TV 


92 stations 173 stations 140 stations 
across the country across the country across the country 
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Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your /€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


(GAC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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SUCCESS FORMULA | 








More of the stuff that selling is made of—accord- 
ing to Joseph Burger: 


—*You want to know how to do a better selling job? 
I'd like to share with you the formula that has 
been used by one of the greatest selling organiza- 
tions in America ... an undisputed leader in 
their field . . . the Corneli Seed Company of St. 
Louis. 


—“Through the years they have selected all their 
salesmen on the basis of five qualifications: Char- 
acter, Industry, Ability, Courage, Personality. 
“An integral part of character is absolute sin- 
cerity . . . the priceless ingredient. Call it honesty, 
call it integrity. It’s the quality you need to deal 
with people. 





“Industry ... that little four letter word w-o-r-k. 
The star salesman uses only about ten per cent 
more effort, yet he does things the average sales- 
man doesn’t like to do. 






ROOMS 315 - 317 


-“Ability—is the main trait present in the sales- 
man who really knows his stuff. Knowledge is 


APRIL 12-15 
power, but we have to make ourselves clear to do to see the new Fail 159 
a real selling job. 


9 
— “Courage is the next point. The finest definition UMPING: KS 
of a salesman that I have ever heard is that he’s 


a guy who can sell without cutting his price, and America’s Finest Fitting Shoes for Children 
a guy who will go back again and again, even in 
the face of defeat. 


“Personality is important too. It is the influence 

you exert on people in the presence of others. If more all 
you want an engaging selling personality you 
have to use your eyes, ears and mouth. 


“First of all—smile. You can’t sell anything if 
you approach your prospect with a long face. 


Second—you have to listen . . . listen before you 
talk. Third—be enthusiastic. 


“The thing that has always impressed me about than ever befo re 
successful businesses is that they are selling... . 


practicing total selling . . . from beginning to the 
end. 


Come see for yourself. 


£. B. Jaa srtasne Ao, VAISEY-BRISTOL SHOE CO. 
hanes 


Boot aNp SHOE REcoRDER 


Monett, Missouri 
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THE biggest brand name in mocs 


7 


Biggest and best... the brand that means consumer demand... 
America's most-advertised moccasins promote prestige and profit... 
HUSKIES stabilized styling and localized service insure 

top turnover, minimum markdowns and profit protection... 


The HUSKIES system makes DOLLARS and SENSE for dealers. 


ki ‘CS Write for nearest in-stock warehouse distributor 
th O HUSSCO SHOE COMPANY, INC., 47 W. 34th St., New York 1, N.Y. 
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® Senator Neuberger is now “neutral” on shoe labeling law. 
Large volume of mail has given him a change of heart. 


@® Higher interest rates are still in Federal Re- 
serve’s anti-inflation program in spite of con- 
tinuing high unemployment. 


@® Senator Byrd favors omnibus annual appro- 
priation bill as way to keep total expenditures 
within anticipated federal income. 


Baker Reporting from WASHINGTON 
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“There is no reason, as far as I can now see, for a federal shoe labeling 
* says Sen. Richard Neuberger (Oregon Democrat). The reason this state- 
ment is news is simple: Up until recently, Sen. Neuberger was favorably 
disposed toward a shoe labeling law. He is now “neutral” (as he puts it) on 
the subject of labeling, meaning that he will not back a label law. 

Mr. Neuberger’s change of heart is clearly the result of reading his mail 
from an aroused footwear trade. In recent weeks, members of both the Senate 
and the House have been hit by a large volume of mail from the retail shoe 


law,’ 


trade opposing plans for a national labeling law. 

As a result of letters, phone calls, and personal visits, Mr. Neuberger has 
now decided that a labeling law would be what the shoe industry has said 
right along—a costly and expensive nuisance, of no value to the consumer or 
anybody else. 

At the Federal Trade Commission, however, an investigation of shoe 
advertising continues. The FTC, acting upon complaints from the public and 
a few from the trade, wants to find out if footwear marketing in some areas 
of the country is being carried on in violation of the law. (Example: Are 
nonleather shoes or parts of shoes advertised as “leather”? Are shoes ad- 
vertised as “handsewn,” when this is not the case?) 

(FTC is suspicious that federal laws against false and misleading claims 
are being violated.) 


Further tightening of interest rates is in store, the Federal Reserve Board 
hints. 

Making money costlier to borrow is the Board’s way of letting off some 
of the steam of inflation. Although unemployment currently is still abnormally 
high, the Board believes firmly that this is a temporary situation and that an 
excess of dollars in consumers’ pockets will be a genuine threat to economic 
stability before many more weeks have passed. 

As a matter of fact, there are now real shortages of workers in many 
skilled and semiskilled lines. Trouble is, most of the unemployed are not 
skilled, or they are geographically located in labor surplus areas and are un- 


willing to move. 


Sen. Harry F. Byrd, D., Va., again is urging the Congress to adopt a 
one-package annual appropriation bill. 

Although there are sound fiscal reasons for combining all federal money 
bills into one omnibus bill, it is doubtful that the Congress will “buy” the 
Byrd plan this year. 

Under the existing method of voting federal funds, money for each 
project or group of similar projects is considered in a separate appropriation 
bill. There are money bills for the Defense Dept., for the State, Commerce, 
and Justice Depts., and for the host of so-called independent agencies. 








@ Prospect of national sales tax is growing 
stronger as other sources of revenue run dry. 
Income tax possibilities about exhausted. 


Report from 


@ Counterfeiting in this country is on the rise 


WASHINGTON 2.0300" rn ener 





The total budget for the federal government is enacted piecemeal without 
particular regard to the total and whether or not the total is in balance with 
the government’s anticipated income. 

Mr. Byrd believes that a one-package appropriation bill would enable 
the Congress to keep total expenditures in balance with income. Any congress- 
man or any citizen could tell at a glance whether or not the government was 
running in the red. 

Big spenders don't like the Byrd proposal. They fear—correctly—that it 
would put the damper on many big spending projects. 


The likelihood that we'll have a national sales tax in the not-distant future 
is growing stronger. Joel Barlow, a leading Washington tax attorney, believes 
a sales tax is “inevitable” in the kind of world we live in. 

“Eventually, there will have to be another tax to pay for the cold war,” 
Mr. Barlow predicts. 

(Mr. Barlow’s clients are largely machinery manufacturers. He also 
counsels the U. S. Chamber of Commerce on tax matters.) 

However, Congress is not disposed to face up to the federal revenue 
problems brought on by the cold war until the situation becomes worse than 
it now is. There is general agreement among leaders in both the Senate and 
House that income taxes—both corporate and individual—are now producing 
optimum yields. 

To tap the public for any substantial amount of new revenue will mean 
that the Congress will have to mine a new vein. And a national sales tax 
represents the last remaining untapped source of revenue. 

“We have now exhausted the maximum possibilities of both corporation 
and personal income taxes,” Mr. Barlow declares. “Further increases in rates 
would not bring in any substantial amounts of new revenue. Even increasing 
the top bracket of the personal income tax to 100 per cent would not even 
produce $1 billion,” he calculates. “The potentials of income taxes are 
finished,” he declares. 

In order to pay for national defense, the Congress inevitably is going 
to have to enact some kind of sales tax, Mr. Barlow believes. A rate of about 
114 per cent on all products, except food, clothing, and medicine has been 
proposed by Vice President Nixon. Mr. Barlow believes a 112 per cent rate 


would be “about right.” 


Counterfeiting in this country is on the rise again, the U. S. Secret 
Service says. 

Since last July 1, Treasury agents have seized or recovered from circula- 
tion an estimated $1.8 million in phony money—both currency and coin. This 
compares with the previous high of $1.4 million in all of 1951. 

Seizures are considered a reliable barometer of how much counterfeiting 
is going on, top Secret Service officials say. 

No official reason is given for the upsurge in printing of bogus bills. 
Some theories pin it on hard times. Agents point out that criminal activity 
of all kinds has been increasing. This also includes shoplifting and passing 
of forged checks. 

Recently, authorities broke up a nationwide ring of 25 counterfeiters who 

(CONTINUED ON PAGE 89) 
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The world’s smartest shoe packages are 
“handled” by 


eae ac back 


.. economically! 





CarryePack Handles give you a unique combination of customer conven- 
ience, packaging elegance and economy unequalled by any other method. 
With custom imprinting, Carry» Pack Handles ‘“‘sign’’ your name or blend 
with your package design. Here’s why stores the world over use Carry* Pack 
Handles: *% It eliminates expensive custom boxes * It eliminates messy 
strings * It's fast and easy to use * It's beautiful; available in stunning 
colors ...and it SAVES money! 


WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. 


on 
@ | 
Schiller Park, Illinois 





DISPENSERS ARE LOANED FREE ! 
CARRY+ PACK HANDLES ARE STRONG! 
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CARRYePACK COMPANY,LTD. 
Schiller Park, Illinois 
Canadian Licensee: Top Paper Products 
Limited, Soe, Ont. BSR-49 
Gentlemen: 

C0 Send free, 10 day trial in__ color. 

DC Send literature and samples. 

No obligation, of course. 


Name aia 





Company ais cman tba il ac 
OE 
City State 














eoonice 
patterns 
in the 


eJohnsonian , Jr. 


GUIDE-STEP 


‘“BULLSEYE”’ 





promotion in 
Boys’ Life 
this Spring 


If you want to sell boys’ shoes, 

talk their language! That’s why 

Johnsonian Jr. Guide-Steps are 

again being featured in BOYS’ 

LIFE this Spring, because boys believe in and buy 
products advertised in this magazine. 








All the famous Johnsonian Jr. selling features will be pro- 
moted: “‘he-man”’ styling... Permacounters that won’t 
break down . .. Guide-Step construction that fits the feet 
in action .. . rugged, long-wearing soles and heels. 





Tie-in with a Johnsonian Jr. promotion of your own... 
and hit the bullseye in boys’ shoe sales this Spring! 


ENDICOTT #) JOHNSON CORPORATION .. a famous family name in shoes ENDICOTT 1,N. Y. 
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by JOHN REILLY 


Editorial 





Import Headaches 


letters from retailers and manufacturers express- 
ing concern over the increasing imports of shoes. 

The statistical picture of imports indicates that much 
of this concern is warranted. In 1958 imports of shoes 
doubled and reached the startling figure of 23,596,541 
pairs with a $32,878,782 value. Imports of rubber and 
rubber and fabric footwear soared too, reaching 19,179,- 
807 pairs for a value of $11,494,198. 

It is interesting to note that several hundred thousand 
pairs of rubber and fabric shoes were imported during 
the first eight months of ’58 under the classification of 
leather shoes. This was made possible by a then existing 
technicality in the law which permitted fabric shoes with 
small areas of leather to be classified as “having their 
chief value in leather.” This loophole was closed by the 
passage of the Sadlak Bill which became effective Sep- 
tember Ist. 

It was generally believed that the new and proper 
classification would apply a brake to the imports of fabric 
shoes by subjecting them to a higher rate of duty. But, 
significantly, the import of canvas and rubber footwear 
showed a substantial increase for the last quarter. 

American manufacturers are faced with another serious 
problem. Some foreign producers are duplicating the 
designs of rubber and basketball shoes. 

The Sadlak Bill was regarded as a great victory for 
the rubber footwear manufacturers who have been vigor- 
ously fighting growing imports of low-priced footwear 
from the Orient for many years. 

Concern by many of our manufacturers of leather shoes 
is of much more recent origin. It is, however, develop- 
ing rapidly and action is expected on the matter. 

Retailers have been feeling increasing competition from 
low price variety chains, drug stores, supermarkets and 
discount houses in cheap rubber footwear. Many of them 
have shrugged off this competition as being inevitable 
and not worth worrying about. The tone of some of our 
recent correspondence indicates a change in this atti- 
tude. Typical of this feeling is a letter from a Michigan 
retailer soliciting the names of distributors of Japanese 
made goods. “It is too bad,” he writes, “that this kind 
of merchandise is allowed to come into the country. But 
as long as it is the only thing that the retailer can do is 
to get some of it and fight his competition with its own 
tools.” Our correspondent then expresses concern for 


Dic the past few weeks we have received many 
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the plight of American rubber workers and suggests that 
Congress should do something about it. 

A spot check with retailers throughout the country 
shows that this kind of thinking is growing. The ma- 
jority of retailers, however, remain strong in their con- 
viction that competition from cheap goods cannot be 
met effectively by a retail store rendering a fitting service. 

Shoe business has no monopoly on the headaches which 
imports present. Practically all manufacturers and re- 
tailers of consumer goods are getting more of them, as 
imports increase by leaps and bounds. But every time 
quotas, increases in tariffs and other trade restrictions 
are mentioned, our friends throughout the free world see 
red. These pressures for freer trade certainly will not 
decrease in the foreseeable future. 

The choice between slow liquidation of important areas 
of American business and antagonizing our friends 
throughout the free world is not an easy one. But it will 
have to be faced eventually. The critical international 
situation requires that this decision not be made in haste. 
Those industries which have their houses in order and 
can present valid evidence that they are being hurt will 
be those who will get the first attention and relief when 
the day of decision comes. 

The Rubber Manufacturers Association’s battle against 
imports will continue. The National Shoe Manufacturers 
Association has just embarked on an important and 
constructive course of action which will get to the heart 
of the matter of the import of leather footwear. This 
action will produce information far more valuable than 
the cold statistics on the number of pairs of shoes com- 
ing into the country and their wholesale value. 

NSMA’s approach to the problem is a direct one. It 
will send a questionnaire to all of its membership. On 
this questionnaire or reporting form, manufacturers will 
record specific data on imported shoes. Manufacturers 
will supply information on the wholesale and retail selling 
price, cost of production in this country of similar items 
and the extent to which these items compete with those 
manufactured at home. 

The results of this questionnaire should settle once and 
for all the question of whether or not imports of leather 
footwear are a threat to the industry. With all the facts 
before it, NSM will, we think, be able to prepare a sound 
case for the industry and to document it with exhibits 
of samples and price and cost data. 















It’s 
PLASTIX 














SNO-SHU...the season’s most 
exciting innovation ...for growing 
girls and women...a one-piece, 
fully molded, over-the-sock weather 
boot... plain front with Polyleather 
textured upper...fully lined with 
deep, warm, comfortable pile... 
washable on its outer surface, 
scuff-proof, resistant to calcium 
and sodium salts, has the feel 

and texture of the finest soft 
leathers...guaranteed waterproof 
...in black, gray and red...sizes 
4-10... attractively priced to retail 
from $5.99. 


Remember the name PLASTIX FOOTWEAR... the complete 
line of protective plastic footwear for all the family. 
Fully-molided, seamless, scuff and tear-resistant, 
the PLASTIX line is styled and priced to sell. See your 
PFC representative, or contact us for full details 
on the exciting PLASTIX story! 
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PEEK*A*BOOT... Newly designed to fit 
spike heel and pointed toes...first choice 
for style-conscious women... available in flat, 
cuban and high heel...in fioral or astrolite pat- 
tern...sizes 4-10,..in clear and smoke...elastic - 
loop...sized for snug fit that insures complete 
protection when it rains. 





RAIN-JERETTE ...For growing girls and 
women...an integral side gusset gaiter with 
two elastic loops and button fasteners on 
the side of each boot...also with zipper and 
sealed-in waterproof gusset...available with 
“Fabrilon”’ lining for greater warmth...easy 
on and off...in red, brown, white and black. 


See us at the Fail Market Week in Boston and at the St. Louis Show 


PLASTIX FOOTWEAR CORP. 


1600 so. flower street, los angelés 15, california + richmond 7-9348 





WAREHOUSES: Newark, New Jersey + 2400 So, Ashland Avenue, Chicago, Illinois 
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Jewel replicas 
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“Hope Diamond” * 








“Star of India Diamond” A 
“Cullinan #1 Diamond” y 


and the 
““Kohinoor Diamond” 
by 
The Musi Corporation 





Hope 
Diamond 
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13th Annwal Fall Showing 
St. Louis Shoe Manufacturers Association 
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DALLAS ROOM - MEZZANINE 


Tweedie Footwear Corporation 
Jefferson City, Missouri 
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“Shopping center business is nice 
work if you can get it,” says 
WALTER H. KLICK, owner of Klick 
Shoes in suburban St. Louis, “but 
you may not be able to get it, even 
if you try. 

“Shoppers are turning toward shop- 
ping centers more and more,” he 
believes. “I’m sure that decentralized 
shopping is here to stay and natural- 





ly want to gear my operation to this 
newly-established trend. But if I can’t 
get into a shopping center, since I 
am only an independent (and any 
independent is practically frozen out), 
how can I—or any other independent 
merchant for that matter—keep up 
with the times? 

“Practically one hundred per cent of 
our shopping center stores already set 
up here around St. Louis are directed 
by hired managers, not direct owners. 
] think direct owners put more 
enthusiasm and pep into their selling 
than hired managers do. The success 
or failure of the store is bread-and- 
butter to the owner . . . not neces- 
sarily so to the manager. 

“I’m sure I am not the only retail 
merchant who is having difficulty 
getting a wedge in a shopping center.” 


* * * 


“Lightness will characterize spring 
footwear to an exceptional degree,” 
says JOHN D. TOBIAS, vice-presi- 
dent of Freeman Shoe Corporation. 
He continues: “It will be evident in 
materials, lasts and patterns. And 
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the light look will be companioned by 
a genuine feeling of lightness . . . 
luxurious lightness. 

“The one seeming contradiction in 
the theme will be color and we'll yet 
see there is no real conflict. Color for 
spring will actually complement the 
spirit of lightness. While main colors 
will tend somewhat to the dark, such 
shades add sleekness and smartness to 
shoes of light design. Black will un- 
doubtedly continue in its amazing 
role of preeminence, although the 
beauty of the new off-browns should 
fairly equalize the effect. Together 
with the deep rich shades of brown, 
which had their start this fall, a new 
upscale brown of the halftone variety 
will have a starring role. This is nut- 
meg—a curious color, a color of depth 
and yet gaiety; one of undertone and 
overtone. Many of the leather inter- 
pretations will have a decided hand- 
stained look. 

“Dirty buck will almost certainly con- 
tinue to have first appeal in young 
men’s casuals, although some greater 
interest in white will not be a sur- 
prise. 

“In the men’s summer shoe field, 
there will continue a basic acceptance 
of the more or less classic nylon mesh 
patterns, the U-tip bal and the three- 
or four-eyelet moc toe. All-leather 
styling has renewed consideration of 
shoes of white buck. 
Look, too, for some limited use of 
white boarded leather. Summer styl- 
ing will use ventilated leathers, which 
will be increasingly acceptable in new 
pattern treatment.” 


combination 


* * * 


RONALD DURIVAGE, 
Romar’s—shoes for men and children 
West Warwick, R. I., would like to 
see a more reasonable balance be- 
tween imported and domestic shoe 
styles for men. He says: “For the 
past year or two we have been over- 


owner of 
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burdened with the Italian theme in 
men’s shoes. While there is some 
demand for this style, I find that the 
majority of men do not care for the 
lightweight Italian styling. When 
manufacturers introduce these 
ported style themes, they should strive 


im- 





for a proper balance between the new 
theme for those who want it and, at 
the same time, concentrate the major 
emphasis on American-made styling. 
I am glad to see that prominent shoe 
manufacturers are now putting the 
emphasis on the American-made theme 
in men’s shoes. I think we need it to 
satisfy our customers and to keep our 
own people employed. 

“I am not one who thinks we should 
eliminate trade with foreign countries. 
But I do feel we should concentrate 
the major part of our business on 
domestic shoes.” 


* * * 


“The greatest need of retailing today 
is to re-establish a sense of ‘personal 
confidence’ in the customer” says DR. 
FRANK KINGDON, well-known lec- 
turer. “Give your customer’s ego a 
boost whenever she comes in and she 
will come in often. Earn your cus- 
tomer’s confidence. Know what you 
are selling so that your customer may 
have complete confidence that you will 
always help her to make the best pos- 
sible purchases to satisfy her wants. 

“There are four things the customer 
wants to know when she buys an arti- 
Who made it? The 
public is ‘name conscious’ about buy- 
ing. The second question is: What is 
it made of? You give the customer 


cle: American 


reason for having confidence in you 
and what you are selling when you 
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know and tell her what your product 
is made of. How to take care of it— 
is the third and What will it do for 
her, the fourth. 
“Create in your customer the con- 
fidence that you know your stuff and 
that you can help her find the best 
satisfactions for her wants . . . and 
she will come back again and again. 
“] don’t care whether you are big or 
little . . . without spending a penny, 
you can make your store: (1) Friend- 
lier tomorrow than it was yesterday. 
(2) More exciting tomorrow than it 
was yesterday. (3) Begin to put into 
it more personality than it has ever 
had. (4) Create in your customers 
the confidence out of which will come 
a loyalty . . . so they will come back 
again and again.” 

* * * 
DR. MALCOLM P. McNAIR, Lincoln 
Filene Professor of Retailing, of the 
Graduate School of Business Adminis- 
tration, Harvard University, says: 
“Responsibility of distribution to keep 
the recovery rolling argues strongly 
for better anticipation of consumer 
wants and desires 
search 


. . . for more re- 
into consumer demand and 
better appraisal of its changing pat- 
tern: for more imaginative develop- 
ment of new products and services. It 
argues likewise for greater flexibility 
in policy to meet changing conditions. 
And most of all, it argues for better 
selling in the broadest sense.” 

* * * 
“Men are no longer buying shoes 
simply because they need another 
pair,” says HERMAN GLICK of 
Murray’s in Chester, Pa. “For those 
who demand quality shoes and prefer 
brand names, the fashion picture is 
iaking on more emphasis. Keeping 
one eye on the expense account and 
the other on taking advantage of an 
opportunity, is making more shop- 
pers of men. 
“The influence of fashion is increas- 
ing. Now, when a man is outfitted 
with a suit, he looks down at his 
feet and thinks: ‘These shoes won’t 
do.’ The important fact is that he 
doesn’t want to make them do. He 
wants a new pair of shoes that will 
make the suit more attractive. 
“Style consciousness is becoming the 
hig factor in selling men’s shoes.” 
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Profile .... 


by ESTELLE G. ANDERSON 








IRVING D. BROWN 


ROM March 20, 1934 to March 20, 1959 . . . makes Irving D. Brown 
eligible for membership in the Lane Bryant 25-Year Club. He was 
duly inducted ten days ago. 

It reads so easily—twenty-five years—but when you stop to review a 
quarter of a century in terms of every day living, striving and accomplish- 
ment, it’s something else again. And if the recapitulation proves progress 
all along the way... 
Brown did .. . it surely adds up to successful achievement. 

Equipped with an M. E. degree from Cornell University in 1929 and an 
M. B. A. from the Harvard Graduate School, two years later . . . I. B. was 
all set for a career as an industrial engineer. But the country was in the 
throes of a depression at the time and aspirations, of necessity, were sub- 
ordinated to trying to earn a living. 

In June of °31, I. B. went to work at the Bender Shoe Company in 
Lynn, Mass. That was actually his introduction into shoes generally, Coward 
Shoes in particular and the Lane Bryant organization. It’s a roundabout 
way of saying that the factory was a subsidiary of Coward Shoe Company, 
which, in turn, had been purchased by Lane Bryant in 1930. 

He stayed at the factory six months and when it was shut down . . . he 
decided to look around. He spent the next three years in various endeavors. 
He worked at Bloomingdale’s. Went into business for himself. Eventually, 
on March 20, 1934 he went to work for Lane Bryant, at the Coward Shoe 
Store in Brooklyn. Within a year or so he was manager of the basement 
department and, in 1940, he was made manager of the entire store. 

In 1943, he enlisted in the U. S. Navy. He was 36 years old . . . past 
the age limit . . . but that didn’t make any difference. He wanted to serve; 
and he did. Ranked as a lieutenant senior grade and saw action in the 
Pacific for three and a half years . . . participating in the invasion of 
Guam, Philippine Islands and other battles. When he came out of the 
service, he went back to his job as manager of the Brooklyn store. In 1950, 
he was made president of the Coward Shoe Company. 

It all sounds very simple . . . almost a natural evolution. But it takes more 
(CONTINUED ON PAGE 69) 


moving up from sales clerk to president, as Irving 
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be 


confident 
with 


FEDERAN, independent 
laboratory tested, certified and 
commended by the UNITED 
STATES TESTING COMPANY 
and PARENTS’ MAGAZINE, 
enables you to manufacture and sell 
with complete CONFIDENCE ... 


CONFIDENCE that you are using 
the finest available vinyl plastic 
fabrics . 


CONFIDENCE that your profits 
will stand . . . because, with 
FEDERAN you eliminate costly 
returns and complaints. 


FEDERAN vinyl plastic fabrics are 
produced in designer created patterns 
in every color .. . correct in weight 

and construction for each specific use. 


Write, wire or telephone for full 
information, samples, and details 
on the tags bearing the seals 
and other available merchandising 
assistance. 








PORTATION INTERIORS 
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Retailers who saw the phenomenal 
growth of nylon velvet shoes in 
their children’s departments 
knew that this miracle fabric 
would be quickly adopted by 
manufacturers of women’s and 
teeners shoes. And they were 
right. NyloVel shoes will be a ter- 
rific seller next season among all 
young moderns. 


NYLOVEL 


is the durable, all-nylon velvet 
created for shoes by MARTIN. It 
can be a on, brushed off, 
even washed. 


Look for NyloVel in the new show- 
ings of leading manufacturers. 
Shoes of this luxurious, long-wear- 
ing material are certain to appeal 
on sight. 





FABRICS CORPORAT 


48 West 38th Street 


New York 1 


ON 
N. Y. 





THAT WILL BOOST 
PAIRAGE and PROFITS 
IN WOMEN’S and 
TEEN-AGERS’ SHOES 


SALES AGENTS: 


In Missouri, Illinois, Arkansas & lowa 
ERVIN C. MANSKE & CO. 
1602 Locust St., St. Louis 3, Mo. 


Elsewhere in U.S.A. & Canada 
SHAIN & CO. 
145 South St., Boston 11, Mass. 
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Salute to American Design 


Barbara Spransa Designs 


@ “To cover the foot in a manner that the contours demand, 
the material to be molded by the foot, not flat patterns shaped 
into a shoe,” is this designer’s avowed approach. 

Historical research provides inspiration for much of her 
work. Adaptation of these ideas to current style trends has 
resulted in shoes like the five shown here. These embody 
some interesting developments of high-riding silhouettes, 
unusual ways of opening them up and giving the effect of 
dipped sides. Dressmaker treatments in shirring and gathers 
give unusual softness, carrying out this designer’s idea of 
materials that are molded by the foot. 

Important trends for fall 1959 include new heel propor- 
tions; flat, broad square toes on thin platforms; more dipped 
side lines; less minute detail; subtle toning of intense colors. 














High-riding silhouette with deep 
V-opening, square tip repeating 
\ the square tongue. agsals 


yi, 


High-riding, open back on a 
wedge heel, with unusual 
side openings. 


Above: Another high silhouette 
with wide vamp opening. Below: 
Another bootie effect combined 
with soft dressmaker vamp treat- 
ment, unusual heel shape. 






Soft shirring at throat and gather- 
ing for lowered side lines. 
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An increasing amount of alligator is being used for men’s 
shoes, as all-over or for trim, such as plugs, tongue, edging, etc. 


HEN St. Patrick drove the 
snakes of Ireland, he 
had no idea they'd show up 
fashion 


out 


as an item of popular 
throughout the world—in shoes, hand- 
bags, wallets, waistbelts and other 
articles. 

The reptile leathers—alligator, liz- 
ard and 


perennial popularity in the world of 


snake —have achieved a 
fashionable footwear. And deservedly 
so. For these are among the most dis- 
tinctive of all leathers. Year in and 
out, reptile leathers, used either as 
trim or all-over in shoes, maintain a 
steady level of demand in fine fashion 
The volume of reptile shoe 
business in the U. S. 
over $150.000,000. 


But right at the beginning we must 


shoes. 
is estimated at 


distinguish between the genuine rep- 
tile the 
“imitation” reptiles. Millions of feet 


leathers and embossed or 


of the latter go into shoes each year. 





: 


Makassar Snake 


34 


The actual leathers can be calfskin or 
side (cowhide) or others. A simu- 
lated alligator or lizard surface pat- 
tern is “printed” onto the leather— 
under machine 
pressure by embossing plates. Fre- 
quently these are excellent simula- 
tions. However, the actual character 
or properties of the genuine reptiles 


actually imprinted 


and “imitations” differ considerably. 

One of the outstanding properties of 
reptile leathers, and particularly alli- 
These 


wearing 


gator, is abrasion resistance. 


leathers have remarkable 
qualities, and they lose little of their 
natural lustre and unique character. 

Then, of course, there is the pro- 
nounced surface character of these 
leathers — perhaps the most visually 
distinctive of all leathers. That is, an 
alligator, lizard or snakeskin shoe is 
instantly recognizable. Thus it auto- 


matically takes on a character entirely 


its own. 





Alligator 





What's In 


Today, exquisite colors are blended 
into reptile leathers to further enhance 
their natural beauty and character. 
Some of the ombre or dual-toned or 
multi-toned effects achieved in the 
same reptile shoe reach an incredible 
tonal beauty. Also, reptiles take and 
hold a superb surface finish. 

And very important from the stand- 
point of the retailer—reptile leather 
shoes are always in fashion, as basic 
as the black opera pump for women or 
the straight-tip black oxford for men. 
This minimizes the inventory and 
style-turnover problem. 

The genuine reptile shoe conveys an 
air of elegance, of luxury, which be- 
comes a strong point of customer ap- 
peal. Incidentally, the idea that every 
complete shoe wardrobe should con- 
tain a pair of reptile shoes is some- 
thing containing real merchandising 
potential. 

There are three basic reptile leath- 
ers: alligator, lizard and snake. Each 
of these is different in size, shape, sur- 
face appearance and basic properties. 
Let’s take a look at each. 


Alligator 

As a source of leather rawstock, the 
alligator is one of the few animals 
hunted solely for its skin. Inciden- 
tally, the alligator and crocodile aren’t 
identical creatures. The alligator is 
common to the Americas—Florida and 
Louisiana, Central and South America 





Calcutta Lizard 
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A Shoe 








And How To Sell It 


by 


—and most of the tropical regions 
around the globe. It has a shorter, 
flatter head, and is smaller and less 
ferocious than the crocodile. Alliga- 
tor and crocodile leather, however, is 
known as alligator leather. The skins 
of the large crocs (they often grow to 
more than 30 feet in length) are used 
mostly for luggage leather. The skins 
of the smaller creatures are softer and 
more suitable for fine shoes. 

An alligator can be processed into 
leather at practically any age from a 
few months to 100 years or more. 
However, these creatures have a tough 
fight all through life. For example, of 
the 80-odd offspring produced by a 
crocodile or alligator, only about two 
or three ever reach adulthood. The 
rest fail to survive attacks by sharks, 
large fish, hawks, or even by their 
fathers who often consume them. 

The shoe industry in the U. S. con- 


WILLIAM A. ROSSI, Field Editor 


THE CROCODILE 


To many the crocodile seems a rogue, 
But not to Harper’s Bazaar or Vogue; 
Yet even they prefer his hide 
Without the crocodile inside. 


THE PYTHON 


Baby lisped, “I love the python, 
Mummie’th feet he lookth tho nython.” 


THE ALLIGATOR 


In Maracaibo, natives beg 

To breakfast on alligator egg. 

The difference I will now discuss 

Between these foolish folk and us. 

Such eggs are too rich for our gullets; 

We let them hatch to shoes and wallets. 
OcpeN Nasu 


Printed by permission, Fleming-Joffe, Ltd. 


sumes about 400,000 of these skins a 
year. The alligator’s skin is never 


The 


removed in its entirety. hard 


spine or hornback portion is usually 





Alligator-lizard skin. This is actually 
a lizard skin, but the surface design 
combines the characteristics of both 
the alligator and lizard patterns. 


left on, for there are very few com- 
mercial uses for it. The usable part 
is the under belly, the sides and parts 
of the back or top side. 

The alligator skins we use come 


from many tropical areas of the 
world—South and Central America, 
Mexico, the East Indies, India, etc. 


An average size alligator skin will 
make from two to three pairs of 


shoes. {CONTINUED ON PAGE 71) 





Lizard shoes and matching handbag for little girls. 
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istant nitrile rubber 


Naugatuck PARACRIL 0ZO 7a 





LEFT: PARACRIL OZO SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 
at right. 


RIGHT: PARACRIL 0ZO HEEL 
on the other test shoe is 
still like new, while stand- 
ord oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 





New sole material outwears others 3 to 


New PARACRIL* 0Z0—developed by the @ 277% more abrasion resistant! 
Naugatuck Chemical Division of U.S. Rubber 


: : : @ free of flex growth after 25,000 cycles 
is a shoe sole and heel material amazingly 


long-lasting—far superior to all others on 
the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 
soles are: 


@ 5 to 10 times more resistant to fuels and 
oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 
us for further information. 


Naugatuck Chemical 


435P Elm Street 
gatuck, Connecticut 





Division of United States Rubber Company iaseas 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario + CABLE: Rubexport, WN. Y. 
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A rare conformation of imaginative styling and custom details 


brings true distinction to this new fall pattern. The design problem 
involved in adapting a strap closure to the moccasin shell is not a 
simple one. It is accomplished here by the severe contrast of the 
whip stitched apron with the fine harness stitching on the quarter. 
The harness stitched strap and bold bridle buckle focus interest 
dramatically at the throat. A skeleton quarter lining is ingeniously 
secured by what first appears solely decorative harness stitching. 
In a rich Hemlock shade of soft mellow leather, our shoe is by 
Winthrop Shoe Co. 




















We manufacture those “Famous for Fashion and Fit” 
Vitality Shoes for fashion-aware women; featuring in our 
pumps, Vitality’s inimitable elasticizing process. 

Vitality’s Wanderlust Shoes are ours, too. And we’re ready to 
show you a sampling of our bang-up Fall line for ’59. 


Of course, you already know Vitality’s fine reputation. The nation’s 
leading shoe retailers have for years appreciated our 

controlled quality standards and our pricing program which assures 
that necessary mark-up for you; and our well-planned 

national advertising and dealer helps. 


And they'll tell you our record shows continued —and increasing — 
profit and success for them. 


VITALITY — that’s the name to remember. 
VITALITY —they’re the shoes to buy. 


ie vai itality 


SHOES 


1508 Washington Avenue, St. Louis 66, Missouri 








We're a Division of International Shoe Company, the world’s largest Shoe Manufacturer 

















WE WILL BE REPRESENTED AT 
ST. LOUIS SHOE SHOW — Sheraton Jefferson Hotel — Dining Room 7 


And at shows in the following Cities: 
ATLANTA, BOSTON, COLUMBUS, DALLAS, INDIANAPOLIS, 
LOS ANGELES, ST. PAUL AND SEATTLE. 


New York office: Room 914, Marbridge Building. 
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13th ANNUAL FALL SHOWING 
APRIL 12-15 


SPONSORED BY 
St. Louis Shoe Manufacturers Association 


St. Louis Fall '59 Showing broadens scope to include non- 
local manufacturers for the first time. Expanded mid-April 
event to parade for retailers a full range of fall footwear from 
the wide, wide world of shoes. Record attendance assured. 


HOTELS 
SHERATON-JEFFERSON STATLER-HILTON + LENNOX «PARK PLAZA 


and 
ST. LOUIS MERCHANDISE MART 
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PREsSENTts Wide Wide 


The St. Louis Shoe Show is lengthening its wheel base this 
year. Over 100 non-local manufacturers will ride with the St. 
Louis brands when the Mid-west’s thirteenth fall presentation 

opens April 12. 

JHE WIDE, WIDE WORLD OF SHOES on display 
at the Sheraton-Jefferson, Statler-Hilton, Park Plaza 
and Lennox Hotels and St. Louis Merchandise 

Mart will make the fall shoe “map” easy to read. 

The idea of an open show, inaugurated this year for 
the first time, has been enthusiastically received by both 
producers and retailers. Registrations have poured in 
steadily. Record-breaking attendance is assured. An in- 
creased number of companies will compete April 12 to 
15 for retailer approval, but they stand united in the 
common aim of making the show worthwhile for each 
and every visiting shoeman. 

Although various extra-curricular events and features 
have been planned for the pleasure of visitors, nothing 
has been scheduled which will detract from the sole pur- 
pose of the show—the display of lines for fall of 1959. 
To make sure that retailers will “take a shine” to the 
show, crews of shoe-shine boys will be on hand in the 
halls outside display rooms to serve shoemen gratis. 

The morning coffee break will also be “on the house,” 
with coffee carts making the rounds of the show rooms. 

As an “old-fashioned hospitality” feature, horse-drawn 
surreys, will provide free taxi service between the down- 
town show hotels. 

During lunch hours in the dining rooms of the Shera- 
ton-Jefferson, Statler-Hilton and Lennox, fall footwear 
fashions will be informally modeled. 

In keeping with the national scope of the show, some 
lucky retailer will win a major attendance prize—a trip. 
The winner will be presented with a two-week vacation 
for himself and his wife at their choice of one of the 
world’s most glamorous resort areas, Bermuda, Nassau, 

(CONTINUED ON PAGE 52) 


THE SHOE FASHION BOARD OF ST. LOUIS 
has prepared a booklet describing and picturing 


the wide, wide world of trends for fall. Men’s, wo- 
men’s, children’s and teenagers’ shoes are included 
in this detailed seasonal prediction. Show visitors 
will receive this comprehensive booklet when they 


register. Copies are also available by mail. Miss 
Jaclyn Meyer, chairman of the Shoe Fashion Board 
of St. Louis, invites requests. Address them to the 
Board, Room 504, Shell Building. 


OF SHOES 
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FALL SHOWING... 


World of Shoes... 


Retailers will get better “traction” from this 
expanded wheel base. They will steer straight 
toward the newsworthy styles and patterns on 
the fall horizon. Shoemen will get a national 
view of footwear from fashion lines to basics 
for the challenging fall ahead. Most important 
of all, buyers will find improved “roadability” 
on their highways to profits. 


GERALD MONROY, General Show Chairman 
@@QOn behalf of the St. Louis Shoe Manufac- 


turers Association, it is a pleasure to extend a 
wide, wide welcome and our sincere good wishes 
that your trip to St Louis and the Wide, Wide 
World of Shoes will be pleasant and rewarding. 

This is the first year that we have extended 
an invitation to manufacturers from all parts 
of the country to participate as exhibitors. Their 
response has reafirmed our conviction that the 
St. Louis Show fills a real need in the industry 
and that it will produce measurable benefits 
for the manufacturer, the retailer, and the con- 
sumer. 

Come April 12, St. Louis will shine as the 
shoe capital of the world! We hope you'll be here 
where the shoe news is being made and where 
FALL, 1959 gets off to a good, strong start. 9° 


NORFLEET RAND 
President, St. Louis Shoe Manufacturers Association 
@@So much has been said about this being the 
year for the shoe industry to make and sell 
600,000,000 pairs that I think everyone is con- 
vinced we will. The St. Louis Shoe Show, how- 
ever, gives us an opportunity to do something 
about it, rather than just talking about it! 

Only by bringing shoe buyers and shoe man- 
ufacturers together in an atmosphere conducive 
to buying and selling can we realize this long 
sought goal. 

As shoemen pause during this post-Easter 
period, looking back on what has been a generally 
good spring season, the St. Louis Shoe Show 
takes on added significance in planning for the 
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season just ahead. With proper planning and 
development this season should show continued 
good sales for both retailers and manufacturers. 

Our April Show, I feel, offers buyers and 
manufacturers an opportunity to discuss new 
styles, new merchandise, and to exchange in- 
formation of mutual benefit. This is particularly 
true since manufacturers from outside the St. 
Louis area are exhibiting here for the first time 
this year. 

To them, and to all shoemen visiting the 
St. Louis Shoe Show, I would like to extend a 
sincere welcome and wish them a prosperous 
shoe year.®® 





New Lasts 


BAREFOOT ORIGINALS 


CELLINI 


LASTS continue to create much interest. 
Some style authorities advise the continued 
use of the needle toe on elegant, dressy 
shoes and the introduction of the oval for 
tailored types. Other manufacturers are 
putting in a modified oval, flat on top but 
not as full at the tip. And some are using 


by 


ELEANOR M. RUTTY 


PUT INTO FASHION’S ORBIT 


DELISO DEBS 


SBICCA 





a walled oval for more toe room. 

Although designers are commenting fav- 
orably on how it looks—part of the "nat- 
ural" trend in clothes, they say; and the 
way it feels and fits, they warn that it re- 
quires special care in designing. 

According to one top designer, a plain 
pump surface needs to be “broken up” if it 
is to be used on an oval last. A perfectly 
plain pump with an oval toe looks too long. 
Well-designed, however, a pump with bro- 
ken surface has a very expensive look. 
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. REVIVALS IN STYLE... 
{ Elasticizing ana Boots 
‘Y 


There's big news in boots this coming 
winter. These are no stormy weather types, 
even when flat-heeled, in sturdy upper and 
sole materials. These are high-riding shoes 
in as many types as lower cut silhouettes. 


DRAWINGS 
by ELLY NORDEN 


TWEEDIE 


PANORAMA 


SID BERK 


HEYDAYS 


They include casual boots; real walking 
types for both town and country; delicate 
suede or fabric town styles for wear with 
smart city and theatre suits. The boot is 
indeed back in = cone ap ‘ 

Also returned to high style use are the 

itt elasticized materials which may be either 
OF SHOES all-over elasticized backing or goring. 
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DELMANETTES 


1959 promises to be the most colorful 
year on record. Colors are here, ready to 
be used. Retailers and consumers are re- 
ceptive to them. 

But you cannot have great diversity of 
patterns plus a range of colors plus depth 
in sizes. So, choose a few good styles, and 


Color: HERE, THERE, 
EVERYWHERE... 











PARADISE 
KITTEN-ETTES 


then pick your colors and BUY SIZES. 

Black is still the leader. After that, buy 
a golden, or maybe a taupey, brown for 
dress; a red brown for tailored; a greige or 
off-beat beige; a brilliant red and a 
browned red; an amethyst or plum; a dark 
gray and a brighter-than-navy blue. 
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THE CLASSIC PUMP is still the favorite 
style for all times of day. This season there 
are many attractive ways of treating classic 
pumps to make them feminine and flatter- 
ing. Besides the cutouts and perforations— 
and the sling backs—that add lightness, 
there are many dressmaker treatments: 
soft bows, little buckles and buttons, pleat- 
ing and draping, off-side treatments, con- 
trasting surfaces in identical colors. 

Suitable for tailored pumps, there are 
perforations, saddle stitching, thong lacing, 
buckles and folded tongues. 








TRENDS SNOWBALLING 


HOW HAVE YOUNG CUSTOMERS BEEN 
REACTING TO YOUR STYLE OFFERINGS... 
with the stamp of a foot, or a significant giggle? 
There is no question that the children themselves 
can send your sales barometer up or down... 
depending upon their whims. What they want 

. most will get . . . somewhere! The trick is 
to make your store the somewhere they can 
find the latest in fashion. 

And the newest fashion is the BOOT or 
BOOTEE . . . designated as the promotional 
theme for fall by the Juvenile Style Committee 
of the National Shoe Retailers Association. It's 
a fashion for boys and girls alike . . . even infants. 
In boys the emphasis is on chukka and desert 
versions . . . in dirty buck, gray and loden green 
brushed leathers. In girls, the styles are more 
variable . . . cuffed versions with laces for school 

. nylon velvet or suede types for dress. The 
latter range in style from the scalloped button- 
hook type to lower bootee effects with nylon 
lace toplines. 

For the other news in juvenile footwear, con- 








EDWARDS 







L -7 
APY AIN-BONES 
s Mg by Juvenile 


sider these age groups: 
Infants: the emphasis is on prettiest . . . it is 


also on color and shine which appeal to the little 
(Continued on Page | 10) 
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BABY DEER CAMEO 


CHAMBORD by Trimfoot 


IN POPULARITY 
FOR 


The Younger Set 


DRESS-UPS 


BEAU-TIES 
Ta, by Rockingham 


LITTLE YANKEES 3 a 
by Sam Smith 





JUMPING JACKS 
by Vaisey-Bristol 


AMERICAN JUNIORS 
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WIDE WORLD 





by 
GERALDINE EPP 


DIAL ANY NUMBER FROM ONE TO FIVE and 
you'll tie-up a lot of teenage sales for fall. There 
is no question that ties are the dominant style trend 
. . . be they one, two, three or even five eyelets 
incorporated into flats, little heels or boots. Every 
retailer will need several types. 

Tie oxfords achieve freshness via spectator detail- 
ings, pinked collar edges, irregular sidelines, colorful 
leathers and, of course, through lasts . . . newly 
squared, more sharply pointed or fashionably ovaled. 
Ghillie ties supplement eyelet types, while heticinnd 
lacings make stepins easier to slip on the foot. 

Campus bootees, distinct from wet-weather boots, 
may be part of the tie story but, promotionally, they 
are separate items. Expected to sell in fad propor- 
tions, the new fall boots often boast cuffs .. . turned 
back to reveal a kid facing, a gay knitted collar, or 
even a furry trim reminiscent of a Cossack's boot. 
Desert boots are another important type. Most 
bootee fashions have low quarters to avoid a bulky 
appearance; some have woolly sock linings; others 
are unlined. 

The T-strap is dead . . . the low-T is losing impetus 
. . . but many manufacturers point out, straps still 
will be wanted in many sectors. Fashionably placed 
instep straps are the kind to feature. Loafers, a part 
of the stepin picture, are staging a comeback 
looking very exciting in rich autumn colors piped in 
gold kid. 

Pumps round out a footwear wardrobe for teenage 
girls. There are pumps on little squash heels . . . on 
Queen Anne types . . . on stacked and squared 
Cubans . . . on all manner of pretty as well as novelty 
heels 16/8 and down. The newest fashion emphasis 
is on 12/8 heels. In pattern, pump treatments remain 
simple . . . bows continuing .. . harlequin effects . . . 
appliques . . . wooden ornaments reflecting the char- 
acter of a wooden heel. 

Fall collections to be premiered at the St. Louis 
show will feature aniline finishes, silky sueded effects, 
waxy surface leathers and flat subdued grains for 
tailored types. Smooth kid, suede, patent and nylon 

(Continued on Page 92) 
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DRAWINGS 
by ELLY NORDEN 





COVER GIRL 
by Friendly 
Friendly-Acrobat, Genesco 





SANDLER 


ON THE LINE 
FO R abe of Boston 


Teenager 


EDITH HENRY 
by 
Lucky Stride Shoe Co. 


DEB 


TRIOS 
by Peters Div., 
International Shoe Co. 





LEPRECONS 
by Pacific Shoe Co. 


fare 


SHOW-OFFS \. 07 /% WO ENS 

by Ra c ee aa 

Ed White Junior 
J ROBINETTE 

by Robin Hood 

Brown Shoe Company 
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St. Louis Thirteenth 
Annual Fall Showing 
(CONTINUED FROM PAGE 41) 


Jamaica, Sun Valley or Acapulco. 
The prize will be awarded at the 
gala banquet scheduled for Monday 
night, April 13, in the Khorassan 
Room of Hotel Chase. Jimmy Du- 
rante will headline the entertain- 
ment at this traditional Beefsteak 
Dinner. 

A musical fashion revue and 
luncheon has been set for Tuesday 
noon, April 14, in the Gold Room of 
the Sheraton-Jefferson. The revue, 
“Holiday in Fashion” will feature 


shoes throughout, with each of the 
scenes including suggestions for 
merchandising, displaying, window 
trimming, and special promoting. 
One of the sections, “Choose ’em 
Shoes,” will play up ideas for build- 
ing a wardrobe from the shoes up. 
The entire luncheon program will 
contain promotional and merchan- 
dising ideas which reailers can take 
back to their own operations and 
adapt for their own benefit. 
Holiday Magazine is staging the 
show, with a professional New York 
cast of singers, dancers and musi- 
cians. Show chairman Gerald Monroy 
says that “Holiday in Fashion” will 








OTHER SHOWINGS: 





LOS ANGELES @ MAY 17-20 









IN STOCK AND FAST MAKE UP PATTERNS! 


SEE THE COMPLETE NEW LINE 
ST. LOUIS SHOE SHOW 


APRIL 12-15 @ STATLER-HILTON HOTEL « ROOM 322 


SEATTLE @ APRIL 26-28 
ST. PAUL @ APRIL 25-28 
ATLANTA @ MAY 3-6 

DALLAS @ MAY 10-13 


Pacific Shoe Compan 


DIVISION OF OMEGA SHOE CO. 


NO. 71i 


Fashion's most complete, 
most popular and 

most PROFITABLE line 
of low heel shoes! 


272: 379 








@ NEW WASHINGTON HOTEL 
@ HOTEL ST. PAUL 

@ HENRY GRADY HOTEL 

@ ADOLPHUS HOTEL 

@ ALEXANDRIA HOTEL 


Y 8129 DELMAR BLVD. 
ST. LOUIS 24, MISSOURI 
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be new, colorful, and will close the 
St. Louis Show program on a high 
note. “It will be an educational event, 
but a highly entertaining one as 
well. We are going to make sure that 
everyone who comes will be able to 
take home fresh new ideas that can 
have direct dollar and cents results 
in his own store or department.” 

The entertainment committee in 
charge of planning the banquet, 
luncheon and special feature attrac- 
tions is made up of Raymond Kohn, 
Wolff Shoe Manufacturing Company, 
chairman; William Barber, Air Step 
Division, Brown Shoe Company, co- 
chairman; Leo B. Hollander, Mid- 
west Footwear, Inc.; Irvin Ruben- 
stein, Kalmon Shoe Manufacturing 
Company; Beatrice Beste, Hamilton 
Shoe Company; Betty Mason, Pano- 
rama Shoe Company; and C. W. Car- 
son, Tweedie Footwear Corporation. 

Visiting shoemen will be taking 
home with them copies of the book- 
let prepared by the Shoe Fashion 
Board of St. Louis as a forecast of 
fall styles. The brochure describes 
and pictures footwear trends for the 
season ahead for men, women, chil- 
dren and teenagers. Miss Jaclyn 
Meyer, chairman of the board, hopes 
that every retailer will take a copy 
of the new pottery-colored covered 
booklet back to his store or depart- 
ment for reference later in the buy- 
ing season. 

Assisting Miss Meyer in the prep- 
aration of the booklet were these 
Shoe Fashion Board of St. Louis 
members: Geraldine Epp Smith, 
Boot and Shoe Recorder, co-chair- 
man; Bea Beste, Hamilton Shoe 
Company; Pat Wheelless, Johnson 
Stephens & Shinkle Shoe Company; 
Muriel Braeutigam, Brown Shoe 
Company; and Betty Mason, Pano- 
rama Shoe Company. The Board has 
built for itself an enviable reputa- 
tion of working around the calen- 
dar, keeping fingers constantly on 
the pulse of the “wide, wide world 
of fashion,” sending out regular re- 
leases across the nation. 

“Concentration at this Thirteenth 
Fall ’59 Show will be on branded 
shoes,” says Arthur H. Gale, execu- 
tive secretary of the St. Louis Shoe 
Manufacturers Association. ‘‘Non- 
local producers are adding their 
brands to the wealth of famous 
names coming out of the St. Louis 
area. The National Shoe Fair in Chi- 

(CONTINUED ON PAGE 62) 
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“Beth -birei" 

—an original wood carving 
by Alexis Smith 
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Sculpturesque beauty 


distinguishes the new collection of 


Dress ups and Sparkle ‘Toes by Alexis 





at the St. Louis 


and regional shows 
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SHOES 


You'll say so too... 
when you see what our 
New-for-Fall Collection has for You; 
high-heeled shoes that are truly height of fashion, 
... extremely saleable ...and LOVELY NEW volume producing 
\ walking shoes which always sell to YOUR customers. 
THIS 1S WOUR MUST-SEE LINE AT THE ST. LOUIS SHOE SHOW 
HOTEL STATLER... NEW YORKER ROOM 
Also New York, Dallas, Atlanta, and other Important Shoe Shows 


Pennant Shoes, A Div. of International Shoe Company 
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Built to Fill | 
the Profit Spot in your 


Shoe Operation 


Dates 


by QUEEN QUALITY 
























he Fashion Shoes with the 


“Beauty Spots of Ease” ) 











A powerful line 









of Smart Comfortable shoes 


SIZES 4TO 12... AAAA TO C 
18/8 TO 13/8 HEELS 


To retail profitably at 10.93 wo 13.95 





“BEAUTY SPOTS 





MEET US IN ST. LouIS OF EASE. 
HOTEL STATLER, ROOM 204 & re Foam Gib ionts 
DURING THE ST. LOUIS SHOE SHOW AT HEEL AND ARCH 
Also New York, Dallas, Atlanta, and other Important Shoe Shows Plus 


CUSHIONED FOREPART 
AND 
TRICOT BREATHABLE LININGS 


FOR THE MAXIMUM COMFORT 


OR WRITE FOR A SALESMAN RIGHT NOW 
Queen Quality Shoes, A Division of International Shoe Co. 


FOR THE BIG OPPORTUNITY IN THE SHOE BUSINESE 
; ‘ ¢ 
Sook devthe Doone, withthe Beatty f/ dits ¢E ase] 
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A DECISIVE MEASURE 
of Retailer Interest 
lias, 


Now proven by wide store usage, Redi-Tote is 
the newest idea in shoe boxes--the modern way 
to complete a sale. 


The Redi-Tote concept of “in-store” packaging 
—the box with the “take me home” built-in 
carrying handle—has many advantages. 





SO EASY! For example, at the fitting stool, as 
the sale is closed . . . the shoeman picks up the 
box . . . pushes out the built-in handle . . . locks 
the tabs . . . readies the shelf-stock shoe box for 
carrying from the store. 





Your customer receives the Redi-Tote by the 


The Shoe Box that made 
such a hit at the 
Factory Management Conference 


handle — the lid securely fastened with the two 
end-tabs. No tape or additional wrapping material 





is used. 


This sales-floor operation saves time and the cost 
of conventional wrapping methods. What’s more, 
it’s an attractive, self-contained package—adver- 
tising for you. 


So when your shipments come in Redi-Tote Boxes 
you'll find — as have many others — that these 
colorful and handy packages are a wonderful 
way to complete a sale. 


Our sales offices in New York, Cleveland or Pittsburgh can serve you—or 
Write or Wire... Retail Box Department 


diomon < 


DIAMOND GARDNER CORPORATION 


THE GARDNER DIVISION 


227 S. Cooper Avenue, Cincinnati (Lockland) 15, Ohio 


Phone VALLEY 1-2090 
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THE JUVENILE SHOE CORPORATION OF 
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We make shoes. We make good shoes. People buy our 
shoes because they are styled right, they fit, they wear. . . 
and they are honestly priced. 


We advertise our shoes extensively in national magazines. 
We pre-sell our shoes. And, we deliver thousands of 


these pre-sold customers to our dealers’ stores each week. 


In addition, we help our dealers to tie-in to this national 
advertising . . . with local advertising of their own .. . 

which identifies them as Lazy-Bones and Clinic Shoe Dealers. 
And, we share their investment in local newspaper advertising 


—through a liberal cooperative advertising agreement. 


Lazy-Bones and Clinic dealers know that our shoes sell. . . 
that they sell fast, that they enjoy a rapid turn-over and, 


therefore, pleasing profits . . . 


and, our dealers know, the honest value of our shoes 
keeps customers satisfied and sends them back time after time 


to buy more of our shoes, 


4 OveRTISING 


ee, 


AMERI( 





he 
CLIMG 


Reg. U. S. Pot. Off. and Canada 


i 


> Women who work in uni- 
form insist on Clinics . . . because 
they love Clinics’ fashiony good looks 
... their heavenly comfort . . . long, long 
wear and superb fit. Full page advertisements 


appear in R. N., the American Journal of Nursing, 


Glamour Magazine. 
Retail $8.95 to $10.95 


Conductive sole and ripple 


sole styles slightly higher. 


THE JUVENILE SHOE CORPORATION OF AMERICA, aurora 
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LALY-EONES 


Reg. U.S. Pot. OF and 


Full-page ads in Parents’ Magazine and 

in Modern Romances reach millions of young 
mothers. Mothers who are impressed by 

the styles and colors . . . the wonderful way 
Lazy-Bones fit and wear . . . better and longer! 


They'll shop for, ask for and buy Lazy-Bones! 


Retail 


$H-95 . $895 


Sizes 5 to 8, 5.95 
8% to 12, 5.95 and 6.95 
12% to 4, 6.95 and 7.95 
larger, 7.95 and 8.95 


THE JUVENILE SHOE CORPORATION OF AMERICA, Aurora, missouri 
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for JOU . - « the dealer for US... the makers of Clinic and Lazy-Bones shoes 








As we pointed out in the beginning, we make good shoes and we advertise and promote 
them nationally and enjoy the confidence of hundreds of thousands of customers—pre-sold 
customers, whom we deliver to our dealers’ stores. 

We value the confidence of the people who buy and wear our shoes and consider it our 
greatest asset. 

We take certain safeguards to preserve this standing we enjoy. We insist that our dealers 
enjoy good credit ratings and that they exercise sensible business methods. That way we are 
assured that their customers will receive the treatment they should receive . . . that they can 
buy our shoes with confidence. 

That way we obviate the growth-hampering risk of bad credit—and can devote our full atten- 
tion to producing the best shoes and the most value for the money—which, in turn, leads to ever 
increasing acceptance and sales for our products: Clinic and Lazy-Bones shoes. 

That way, the sales and profits of our dealers are constantly on the increase. 


That's how our dealers will have it. . . 
That's how we will have it... 
That's good, that’s sound business for all concerned .. . 
for your customers, for you and for us! 
As a responsible shoe merchant you'll want to look us over. 
Why don’t you do just that? We’re at the St. Louis Annual Fall Showing, April 12-15, 
Statler Hilton Hotel, Room No. 104, Los Angeles Room and No. 106, Washington Room. 
see both lines at... ST. LOUIS, APRIL 12-15, STATLER HILTON HOTEL 
NO. 104 LOS ANGELES ROOM AND NO. 106 WASHINGTON ROOM 
ST. PAUL, April 25-28, St. Paul Hotel NEW YORK PPSSA, May 3-7, Sheraton McAlpin Hotel 
SEATTLE, April 25-28, New Washington Hotel DALLAS, May 10-13, Statler Hilton Hotel 
ATLANTA, May 3-6, Henry Grady Hotel BOSTON, May 17-20, Parker House 
LOS ANGELES, May 17-20, Alexandria Hotel 
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St. Louis Fall Show Exhibitors 


SHERATON-JEFFERSON HOTEL 


Albertina Shoes, Inc. ......... 320 
Ardor of Paris .... 334 
Baris Shoe Co. ..412-412B-414 
Bartley, Ine. yrs: 441 
Boot-Ster Mfg. Co. ..... 319 
Boyd-Jones Shoe Co. Ivory Room 
Boyertown Shoe Corp. .. 441 
Broitman-Gaffin Shoe Co. .. 416-418 
Burlington County Shoe Corp. .. 318 
Buskens & Honeybugs Div., 

B.G.S. Shoe Corp. ... .South Room 
DaVenci Shoes, Inc. . . Dining Room 6 
Desco Shoe Corp. ... . 450-452 
Dior, Christian, Shoes 446-448 
Easy Walker Shoe Co. . 321 
Fern Shoe Co. 424-426-428 
Footwear News 336 
Frankel, Harry, Organization, 

344-346-348 
331 
512-512B-514 


Gold Seal Rubber Co. 
Gustinettes, Inc. . . 
Hamilton Shoe Co. Ivory Room 
Jay Shoe Mfg. Co. 341 
Johansen Bros. Shoe Co..Crystal Room 
Johnson, Stephens & Shinkle 

Shoe Co. Dining Rooms 1-2-3-5 
Kimel Shoe Co. 350-352 
Lucky Sales Co. 433 
Lucky Stride Shoes, Inc. 333-435-437 
Nescot Co. 316 
New York Shoe Trading Co.. 417-419 
Panorama Shoe Co. .. Dining Room 4 
Plastix Footwear Corp. 343 
Presberg, N. A., Co. 359 
Quaker Shoe Corp. 441 
Rex Shoe Co. 450-452 
Ruth Shoe Co. 312-312B-314 
Saval, Ted, Inc. . .324-326-328 
Sentinel Div., International 

Shoe Co. 550-552 
Sterling Handbag Co., Inc... ... 338 
Swan Shoe Co. . eee 
Town & Country Shoes, Inc. .... 335 
Vitality Shoe Co. .. Dining Room 7 
Willberg Footwear of Calif. .... 317 
Wohl Shoe Co... North Rm., East Rm. 
Wolff Shoe Mfg. Co., 

Dining Rooms 8-9 


STATLER-HILTON HOTEL 
Accent Shoe Co. 
Air Step Div., Brown 
Shoe Co. 
Allure Shoe Corp. . 
American Girl Shoe Co. 


Ballroom 
. 630-632 
235 
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223 
524 
224 
126 


American Junior Shoe Co. 
Atkinson Shoe Corp. 
Beacon Shoe Co. .. 
Benware, H. H., Co. . 
Berk, Sid, Inc 
Bing Bow Co. ....... 
Bow-Tique, Ltd. ........... 
Brauer Bros. Shoe Co., 
310-312-314-316-318 
Brevitt-American Corp. . 422 
Brogan of Calif. ........... 446 
Buster Brown Div., Brown 
Shoe Co. . 
Cameron Co. 
Capri Handbags, 
Carlisle Shoe Co. 
Carmo Shoe Mfg. Co. 
Chambord of France 
Clover Leaf Novelty Co. 
Cobblers, Inc. 
Colton Footwear a: ; 
Commonwealth Shoe & Leather 
Co. 
Connolly Shoe Co. ; 
Corbin, B. A. & Son Co... 
Daniel Green Co. 
Deevers Shoe Co. 
diPorto Sport Shoes 
Easton Shoe Corp. 
Edwards Shoes, Inc. ..... 
Escort Bags, Inc. 
Evans, L. B., Son Co. 
Fashion-Bilt Shoe Co. 
Florsheim Shoe Co. 
(Women’s Div.) 
Fraser Shoe Co. . 
Friedman-Shelby Shoe Co., 
Cleveland Room 
530-532 
508-510 
127-128 
216 
325 
202 
622 
220 
226 


528 


Ballroom 

125 

618 

440-442 

. .302-304-306 
406 

228 

540-542 

446 


Inc. 


.. 626 
. 512 
434 
118 


636-638 
634 
. 126 


Garfield & Rosen, Inc. 
Georgia Shoe Mfg. Co. 
Gordon, Reuben, Shoe Co. 
Great Northern Shoe Co. 
Hannahsons Shoe Co. 
Heydays Shoes, Inc. 
Hirsch, Walter, Co. 

Hoy Shoe Co. 

Huiskamp Bros. Co. 
Japanese Trading Co. 
Johnston & Murphy, Div. of 

Gentoo Ine: 6 ..6 2 Aas. 602 
Juvenile Shoe Corp. of America, 

Los Angeles Rm., Washington Rm. 
Kalmon Shoe Mfg. Co. .... . .201-203 
Keith, George E., Co........... 604 
Life Stride, Westport Div., 


Brown Shoe Co. . Ballroom 


Lissak Shoemakers ... 4A6 
Little Falls Felt Shoe Co. ...... 404 
Lo-Sarge Footwear Corp. .. . 534-536 
Lown Shoe Co. 416-418-420 
Lujan Sales Corp. 
Maisak-Handler Shoe Co. . . . .526-528 
Mannequin Shoes, Inc. . 516-518-520 
Maranne Shoe Co. 448-450 
Marlow Handbags, Inc. 44 
Marpat Shoe Co. . 320 
Melori Shoe Corp. 430-432 
Miami Footwear Corp. 424 
Middletown Footwear, Inc. 4A4 
Midwest Footwear, Inc. . . 120-122-124 
Musi Corp. 428 
Naturalizer Div., Brown Shoe 

Co. Ballroom 


Northeast Shoe Co. 408-410 


Old Town Shoe Co. 414 

Omega Shoe Co. 

Oomphies, Inc. 

Pacific Shoe Co. 

Palizzio, Inc. 616-618-620 

Pan-American Modes, Inc. . . .648-650 

New York Room 
412 
303 


Pennant Shoe Co. 

Penobscot Shoe Co. 

Peters Shoe Co. 

Propr-Bilt Div., Brown Shoe 
Co. 


Queen Quality Shoe Co. 


Ballroom 
204 
Rhinestone Creations 
Ripon Knitting Works 
Risque Div., Brown Shoe 
Co. Ballroom 
Riverside Shoe Corp. 327-328 
Roberts, Johnson & Rand Shoe 
Co. 
Robin Hood Div., Brown Shoe 
Co. Ballroom 
Roblee Div., Brown Shoe 
Co. 


208 


Ballroom 
624 
612 
646 


Boston Room 


Salvage, Louis H., Shoe Co. 
Sbicea of Calif. 
Selva & Sons Dance Shoes 


Selwyn Shoe Mfg. Co. 
Shenanigans, Inc. .. 

Smartaire Div., Brown Shoe 
Co. Ballroom 
Sobel, Bernstein & Greene Co. 640-642 
Spalding, A. G., & Bros. . 512 
Step Master Shoes, Inc. 217 
Sydney Accessories, Inc. 452 
Trimfoot Co. 214 
Tru-Stitch Moccasin Corp. 538 
(CONTINUED ON PAGE 66) 
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St. Louis Thirteenth 
Annual Fall Showing 
(CONTINUED FROM PAGE 52) 

cago covers the shoe field completely, 
of course, but some 50 per cent of 
the shoes on display there are un- 
branded. The same situation holds 
true at the Popular Price Show. In 
St. Louis, retailers will be able to 
focus their looking on the field which 
means profits and progress to them, 
branded shoes.” 

Arthur Gale goes on to remind 
shoemen who plan on coming to St. 


and Directory will be distributed to 
all registered at the show. To help 
out-of-towners in getting to see as 
many of the display rooms as they 
wish, a roster of exhibitors by hotel 
is included. 

Parker Bowman, Johansen Broth- 
ers Shoe Company, heads up the di- 
rectory committee, with John Knop, 
Brauer Brothers Shoe Company, as 
co-chairman. Committee membership 
includes Kenneth E. Williams, Kal- 
mon Shoe Manufacturing Company; 
Charles Mueller, International Shoe 
Company; Edward Haushalter, 





Louis that a complete Buyer’s Guide 





79-81 READE ST. 
NEW YORK/7,N.Y. 














PREMIER 
ST. LOUIS SHOWING 
by 
BARIS 
is a “must” for buyers of 
BASEMENT DEPARTMENTS 


CANCELLATION STORES 
ROAD STORES 


COME TO: 


SHERATON-JEFFERSON 
HOTEL 
SUITE 412B, 412, 414 
April 12-15 
In attendance: 
AL BARIS 
STANLEY SALANT 
KELLY DOLGENOS 














Brown Shoe Company; D. E. Short, 
International Shoe Company; Ross 
Bachle, Endicott-Johnson Corpora- 
tion; Edgar E. Stolle, Hamilton 
Shoe Company; and H. F. Bertram, 
International Shoe Company. 

Through attendance at this ex- 
panded fall showing, Arthur Gale 
observes, dealers can make personal 
contacts with top personnel of shoe 
manufacturing, and get acquainted 
this year with producers from out- 
side the St. Louis zone. Informal 
powwows during the show give deal- 
ers a chance to compare their own 
local or regional store problems and 
problem-solutions with those of other 
retailers. The increased size of the 
show will let retailers survey a larger 
number of competitive lines. 

Gerald Monroy, Town & Country 
Shoes, Inc., serves as general show 
chairman and official welcome-pur- 
veyor. He is getting capable assis- 
tance form his co-chairman, Charles 
N. Arend, Juvenile Shoe Corporation 
of America, and from his commit- 
tee members, William Barber, Air 
Step division, Brown Shoe Company; 
A. A. Brand, International Shoe 
Company; Harry Bennigson, Hamil- 
ton Shoe Company; Raymond Kohn, 
Wolff Shoe Manufacturing Com- 
pany; Bert L. Bishop, diPorto Shoes; 
and William Kaplan, Carmo Shoe 
Manufacturing Company. 

The housing committee, entrusted 
with the job of making happy hotel 
arrangements for this year’s in- 
increased number of visitors, is 
headed by Harry Bennigson, Hamil- 
ton Shoe Company, chairman, and 
Bert L. Bishop, diPorto Shoes, co- 
chairman. Working with them are 
William Wolff, Wolff Shoe Manufac- 
turing Company; John W. Kenney, 
Winthrop Shoe Company; A. D. Bic- 
kel, Accent Shoe Company; J. Roger 
Johansen, Johansen Brothers Shoe 
Company; Julian G. Samuels, Jr., 
Samuels Shoe Company; Joseph A. 
McCaffrey, Vaisey-Bristo! Shoe Com- 
pany; Alex W. Smith, Weber Shoe 
Company; Harold Deevers, Deevers 
Shoe Company; Walter J. Johnson, 
Brown Shoe Company; and Raymond 
Kohn, Wolff Shoe Mfg. Co. 

Spreading the news to the wide, 
wide world of shoe people was the 
job of the St. Louis Shoe Show’s 
publicity committee, headed by A. A. 
Brand, International Shoe Company, 
chairman, and William Kaplan, 
Carmo Shoe Manufacturing Com- 

(CONTINUED ON PAGE 66) 
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PROVEN PATTERNS e VOLUME PRICES e FASTER TURNOVER 


sa@& SAINT LOUIS SHOE SHOW - APRIL 12-15 











= All lines shown at the Tober-Saifer Office. 





So 
< 


Special showing of Cangemi Coeds and 
Sylvia Cristie at the “Boston Room’, Hotel Statler. 


TOBER-SAIFER SHOE MANUFACTURING CO, INC. - ST. LOUIS 3, MISSOUR 
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EFFERSON | AROUND THE CORNE™ 
‘ 
, 








Go 
with 
the 
brands 
that 
are 
in 
demand 
from 
coast 
to 


coast! 


& 


Go see the Wohl Show... it’s the Whole Show! 


st. Louis sHOw Hotel Sheraton~Jefferson + April 12-15 
st. PAUL SHOW Sf. Paul Hotel « April 25-28 

SEATTLE SHOW New Washington Hotel - April 26-28 
DES moiNES SHOW Fort Des Moines Hotel - May 2-4 
co.umsBus sHOow Deshiler-Hilton Hotel - May 3-5 
DENVER SHOW Albany Hotel + May 3-5 

ATLANTA SHOW Henry Grady Hotel - May 3-6 

pattas SHOW Baker Hotel - May 10-13 

PITTSBURGH SHOW Per-Sheraton Hotel + May 16-19 


LOS ANGELES SHOW Alexandria Hotel « May 17-20 


Jacqueline (Connie Natinal Foire < Naiguiie thtite bs Paris fashion 


» ll oh el a el a 


WOHL SHOE COMPANY « 1601 WASHINGTON AVENUE « SAINT LOUIS, MISSOURI « A Division of Brown Shoe Company. 
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THERE’S 
7 Le) 4 eee 


You'll find the “hottest” shoe 
for Fall, 1959 


You'll see it in St. Louis! 
Room 227, Hotel Statler ¢ April 12-15 


In the Fall, '58 the ‘‘hottest’’ shoe was our 


Drama (#712) ~S Spring, '59 was en- 


livened by our Gypsy (2011) gl and 
Continental (+490) Rey, , and for Fall, 


—= 


'59 it will be our well we're just not ready. 





to tell you yet. . . but you will see it at the 


Ed White Junior Shoe Co. display in Room 227 





at the St. Louis 
Statler, or in Room 


132 of the Merchandise Mart, 10th 





and Washington, during the Mid-West Show 


OVER 200 STYLES IN STOCK 
READY FOR IMMEDIATE DELIVERY 
Let Our Shelves Be Your Instock Department. 





STYLE @ QUALITY ¢ PRICE e¢ SERVICE 
Sales Offices 


always from the 
LOS ANGELES: M. S. Rifkin Shoe Co., 759 So. Los Angeles St 


B| White e SAN FRANCISCO: Kaye & Tieso Shoe Company, 51 First Street 
4 UNUM" bse YY. NEW YORK: 933-35 Marbridge Building, 47 West 34th Street 
MANUFACTURERS ¢ PARAGOULD, ARKANSAS ST. LOUIS: Room 132, Merchandise Mart, 10th & Washington 


OUR COPY OF OUR BIG, NEW FALL '59 INSTOCK CATALOG NOW! 
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St. Louis Thirteenth 
Annual Fall Showing 
(CONTINUED FROM PAGE 62) 

pany, co-chairman. The following 
group made up the publicity commit- 
tee: Joseph Ruebel, Trimfoot Com- 
pany; Roblee McCarthy, Robin Hood 
division, Brown Shoe Company; Al- 
bert Shank, Wohl Shoe Company; 
Muriel Braeutigam, Brown Shoe 
Company; Patricia Wheelless, John- 
son, Stephens & Shinkle Shoe Com- 
pany; John Lipscomb, Town & 
Country Shoes, Inc.; Roy Sundling, 
Brauer Brothers Shoe Company; 
Charles: R. Smock, Peters Shoe Com- 
pany; and James S. Legg, Heydays 
Shoes, Inc. 

All of the committee members and 
behind-the-scenes workers for the 
St. Louis Shoe Show band together 
to say “Welcome to St. Louis—and 
the Wide, Wide World of Shoes!” 


Exhibitors at 
the St. Louis Show 
(CONTINUED FROM PAGE 61) 


Tweedie Footwear 


101-Dallas Room 


Corp. 


United Men’s Div., Brown 
Shoe Co. 
Utrilon Div., International 
Shoe Co. . Detroit Room 
Vaisey-Bristol Shoe Co. 315-317 
Valentine Shoe Corp., 
Div. of Genesco 
Vassar Import Bag Co. 
Viner Bros., Inc. 
Weber Shoe Co. 210-212 
White, Ed., Junior Shoe Co. 227 
Winthrop Shoe Co. Buffalo Room 
Wolverine Shoe & Tanning Corp.. 606 
Wright, E. T., & Co. 608-610 
Yankee Shoemakers 436 


LENNOX HOTEL 


Rooms 


Ballroom 


222 
301 
546-548-550 


Deb Shoe Co. Garden Room 
Valley Shoe Corp., 


Fountain, Lawn and Forest Rooms 
PARK PLAZA HOTEL 
Rooms 
Lennox Handbags Mezzanine 
Samuels Shoe Co. Mezzanine 
Sandler, A., Co. 1904 
MERCHANDISE MART BUILDING 


Belgrade Shoe Co. 


Dalsan, Inc. 
Easy Goer Shoe Co. 
Fortunet Shoe Co., Div. of Genesco 
Fredelle Footwear 
Friendly Shoe Co., Div. of Genesco 
LeMar Shoes, Inc. 
Mutual Shoe Sales Co. 
Somersworth Mfg. Co. 
Storybook Shoe Co., Div. of Genesco 
Stylecraft Bag Co. 
Vogue Shoes, Inc. 
SHOWING IN THEIR 
OWN SAMPLE ROOMS 


Endicott-Johnson Corp. 
Sport Specialty Shoemakers, Inc. 
Tober-Saifer Shoe Mfg. Co. 


Wellco Policy: Birthday Gifts 


WAYNESVILLE, N. C.—In keep- 
ing with an 18-year-old tradition of 
presenting all its employees with 
birthday presents, Wellco Shoe Cor- 
poration, and Ro-Search, Inc., here, 
are giving shirts to all male em- 
ployees and ladies’ billfolds to fe- 
male employees. Also continuing is 
a policy established two years ago 
of giving each employee the day off 
with full pay on his or her birthday. 





JUST A FEW 
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NEW TAPERED TOE 
PARTY SHOES FOR GIRLS 


= 


x 
\§ 
we eget 





EVER-POPULAR 
FLEXIBLE 


Bonwelts 


... loafers, saddles, straps, 
’ oxfords ... sizes 5% to 4. 


aplor 0 FALL ‘59 


SHOES 


packed with terrific promotional possibilities 
ROOM 217 e HOTEL STATLER, ¢ ST. LOUIS 


and at regional shows across the country 


ee 
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| Steadily Selling Special Feature Shoes 

. .. perforated one-piece leather quarter linings, built-in 
Arch Protectors (not corrective) . 


. . for infants to prepsters. 


_ 
=—— 





NEW PATTERNS FOR BOYS 


... made over specially designed boys 
lasts . . . for dress, school, service 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS 
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BOYS’ DESERT BOOTS 
IN POPULAR COLORS 
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Better Techniques Sell 
More Handbags 


BILOXI, MISS.—Where handbag sales are something 
less than satisfactory even though the store is doing a 
brisk volume in high-styled women’s shoes, a complete 
re-examination of selling techniques is in order, according 
to W. C. Gryder, Jr., who operates the three smart Gryder 
Shoe Stores in this Mississippi Gulf Coast resort area. 

Until mid-1957, the Gryder stores in Biloxi and Gulf 
Port were selling an average of less than one handbag to 
every five pairs of shoes—even though there was a big, 
colorful mass display in each store and sales people were 
suggesting them aggressively. “The situation didn’t make 
sense,” Mr. Gryder said. “Consequently, we decided that 
something about the handbag inventory we were carrying 
was itself at fault, or that we were simply applying the 
wrong bit of sales technique. Anyhow, we knew that 
steps had to be taken.” 

Putting himself in the average customer’s place, Mr. 
Gryder gave his handbag-selling methods the benefit of a 
month-long study. During that time, long-standing cus- 
tomers were queried about their honest opinion of the 
store’s handbag inventory. The efforts of salespeople 
were also carefully watched, and experiments were run in 
offering special, attractive pm’s. Also, the southern Mis- 
sissippi shoe retailer visited other stores which had made 
something of a success of handbag retailing in large 
cities nearby, such as New Orleans, and Mobile. 

The results proved conclusively that the Gryder stores 
could benefit most by taking up the following points: 

1. Demonstrating a carefully selected handbag midway 
during the shoe sale before the customer had gotten 
out her money to pay for the shoe purchase. 

2. Switching over the handbag inventory from expensive, 
high-styled models to more moderately priced, more 
“traditional” handbag styles. 

3. A more aggressive suggestive sales system. 

Under the plan as it is now being followed, all three 
of the Gryder shoe stores carry handbags priced from 
$5.00 to $8.00, in place of the former $10.00 to $15.00 
lines, although a few high styles in the better priced 
brackets, notably lizard bags, are still being maintained. 
This was done directly on the suggestion of established 
customers, many of whom felt that “paying as much for a 
handbag as for a pair of shoes isn’t necessary.” When a 
check around other stores proved this to be technically 
true, Mr. Gryder didn’t hesitate to make the switch. 

Next, instead of waiting until the customer had paid 
for her shoes to begin selling handbags, each salesperson 
now makes it a point to introduce the handbag before 
the sale is completed. Each sale, of course, is an individual 
matter, but at some time or another, long before the sale 
is completed, the salesperson steps to a 15-foot long over- 
head display behind the service counter at the left of 
the store, picks two or three models which he believes 
complement the shoes, and carries them to the customer. 
There is a lot of psychological value in this, the Missis- 
sippi shoe retailer said, inasmuch as the customer who is 
pleased with the suggested shoe quite often begins to 
think in terms of the combined prices of the two items, 
rather than of “an extra expense” after she has already 
spent the money which she has budgeted for the foot- 
wear purchase. Even if the customer concludes regretfully 
that she cannot afford to buy the handbag simultaneously 
with the shoes, the demonstration has been well worth- 
while, because the chances are that she will return to 
buy. 

(CONTINUED ON FOLLOWING PAGE) 
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1848 you buy by comparison 
_ YOU'LL BUY _ 


eas SHOES 
~ FEW, if any, other lines in this price 
Tange give your customers so much 
That's why a Step Master customer is | 


a Steady repeater for shoe stores and 
departments coast-to-coast. 


FEW, if any, other lines built to 
Step Master’s quality standards are 


Budget Priced 


—and remember, there are millions 
and millions of Ma apr juvenile 


FEW, if any, ei budget- priced, 
quality-built juvenile shoes offer such 


Smart Styling 


— and because they're such easy-fitters 
Step Masters sell both mothers and 
children at the first try-on! 


as FEW, if any, other lines of one well- 
known brand provide such 


— from infants’ to misses’ and boys’ 
size 4 in “basic” styles to “items”. . . 
simplifies merchandising! 


FEW, if any, other big-selling lines 
in the same price range give such 


Fast Fill-In Sowice 


— holds your inventory down... speeds 
turnover . . . makes a minimum invest- 
ment pay big returns. 


1638 you buy by comparison 
BE SURE TO SEE 


SG Master. 


SHOES 
ROOM 217 HOTEL STATLER, ST. LOUIS 
and at regional shows across the. country 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS 





Under the “more aggressive approach” heading, the 

f | ® three Gryder shoe stores have made it a policy to extend 

ite ial . 4 their handbag displays over a much broader area. Instead 

LEISURE Lovetlies of concentrating them with the hosiery display, back of the 

service counter, small, individual handbag “spot” displays 

are built in the women’s shoe department and even in the 

. children’s shoe department, where customers waiting 

BEST their turn for service or even while a fitting is going on, 

are bound to notice them. Instead of leaving price “out 

of the picture” until the customer asks it, large. prominent 

price tags are being used. If the amount is within the 

customer’s reach, she is much more likely to ask to see 
the bag more closely. 

In this way, by lowering the average handbag unit 
sale by more than one-third, seeing to it that every sales- 
person breaks the shoe sale long enough to display a well 
chosen handbag, and making it easier for both customer 
and salesperson to bring handbags into the conversation, 
sales have zoomed at each store. Currently, the store av- 
erages at least two handbags for each five pairs of shoes 
in the better price classification and the amount is grow- 
| ing month by month. “We are even selling a steady 
Miss Nite-cAires pregnancy ago — are not buying shoes 

CHILDREN'S SLIPPERS , . : , A . 











The Persians adopted high heeled shoes in order to raise 


Showing Nationally Adverti 
a ON their feet sufficiently from the burning sands of their native 


Nite-Aires Leisure Lovelies at the 


STATLER-HILTON HOTEL land. The East Indian and Mongolian horsemen kept their 


feet in the stirrups with the help of heeled shoes, and they 
Rooms 120-122-124 were considered high fashion in Italy and Spain when they 
BY were worn by court noblemen. It was after all this that a 

Selling Around the Clock,Around the Calender! lady decided to adopt the style in 1533, when Catherine 
ey MIDWEST FOOTWEAR, INC. SULLIVAN, MO. |= = de Medici went to France to marry the Duke of Orleans, 


In Canada at 111 Mt. Pleasant Ave., London, Ont. | and packed a pair of heeled shoes in her trousseau. 

















ALL METAL 
SHOE STOCK 
SHELVING 


40% More 
Stock 
Capacity 
e 
In Only 
Four Sq. Ft. 
Floor Space 
You Can Stock 


e 
168 Pairs 
Women's Shoes, orl 
° 


152 Pairs 
Men's Shoes, or 


e 
270 Pairs 
Children's Shoes 
. 


DEPARTMENT STORES TOO SEMCO 
SHELVING 


ARE USING SEMCO RACKS / is used by lead- 

ing d rt + 

INSTEAD OF TABLES FOR SALES. end thee heres 

They sell more shoes to more people faster. They can be folded flat for colds — 
easy storage. They can show flats with optional slip-on shelves. They hold tik cone anid at tin selling floor. Gaining 
maximum number of shoes per square foot at shoppable levels. They are up to 40% more stock on the same amount 
the lowest price all-metal unit on the market. of floor space. Available in sections, 3 ft. or 
ON DISPLAY DURING ST. LOUIS SHOW—Nu-Era Business Interiors 4 ft. wide, by 12 or 14 inches deep, by 7 ft. 
Daath 4s Stevatemiiien Start 35 inches high. Sections are prefinished in a 
1000 Washington Ave. St. Louis beautiful cinnamon brown as a standard color. 


SEMCO Company, Sac. 9TH & JEFFERSON STS. HERMANN, MO. 
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Profile: Irving D. Brown 
(CONTINUED FROM PAGE 30) 


than just the passage of years. It 
takes acumen, knowledge and experi- 
ence ... qualities that are part and 
parcel of I. D. Brown. 

When he started with the com- 
pany, there were four Coward Shoe 
Stores. One store was closed shortly 
thereafter. Now there are thirteen 
. .. With the lease for the fourteenth 
already signed and negotiations for 
the fifteenth under way. The orig- 
inal idea, which has been closely ad- 
hered to, was to start with a cen- 
tralized big store in a major city 
and then branch out with smaller 
stores in surrounding suburbs and 
towns . . . moving with the people 
and the times. That’s how it was. 
They started with big stores in New 
York and Brooklyn and then de- 
veloped smaller stores in nearby 
areas ... downtown stores in Boston 
and branches in Winchester and 
Wellesley. Today, this program en- 
compasses four states, New York, 
New Jersey, Connecticut and Massa- 
chusetts. 

Coward’s takes care of the whole 
family ... shoes for men, women and 
children. They carry no branded 
lines. Buy shoes from several fac- 
tories but sell them under their own 
name. They have been doing busi- 
ness with the same resources over a 
long period of time .. . in some cases 
more than forty years. 

Correct fitting and comfort are 
the major concern of Coward’s. As 
Irving Brown says: “Our specialty 
has been to take care of ailing feet 
or those with more than norma] re- 
quirements . . . with shoes for spe- 
cific needs such as metatarsal, foam 
cushion, high arch, cupped heel, 
molded types. 

“We consider comfort and fit first. 
At the same time, we try to incor- 
porate as much style as_ possible 
without, in any way, interfering 


5 





ay 4 ite 


FREE ract BOOKLET! 


“How to Dye Fabric Shoes” 
EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 
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with the original concept. We are 
in touch with the newest styles, 
leathers and colors, and will go all 
out if the idea is applicable to our 
type of service. For instance, we 
were probably among the first to see 
the merits of the Ripple Soles and 
have done an outstandingly success- 
ful job at retail with them.” 

Irving Brown subscribes strongly 
to the idea that “the purpose of 
business is profit.” And that re- 


tailers should get a proper gross 
margin to make a profit. 
There was a time when I. B. used 


to make it a practice to hold meet- 
ings with all his people once a week. 
But as the number of stores in- 
creases, so does the work load. Now, 
he confines his time, essentially, to 
the administrative, operational, mer- 
chandising phases of the chain. 

His interests are many—civic, 
community ... Chairman of the Shoe 
Industry Division for Muscular 
Dystrophy and Cancer ... and social, 
with particular emphasis on con- 
temporary art. He used to have a 
summer home in Woodstock, New 

(CONTINUED ON PAGE 71) 
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NEWMARKET, 
NEW HAMPSHIRE 
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while at 

the St. Louis 
Shoe Show, 
April 12-15 


ST. LOUIS SALES OFFICE: Room 200, 503 N. 12th St., St. Louis, Mo. 


CKI 


SHOE 


COMPANY 








MEET ME IN 
1. LOUIS! 


18th Fall showing of the 
St. Louis Shoe Manufacturers 
Association. Sunday 
April 12th thru Wednesday 
April 15th, 1959. 





















Please make a point of visiting 
with us while you are at the show. 








Be sure to see “Lucky,” the leader in the 
Plastic Rainboot field for the past decade. 
You will also see “Rain Dears” the most 
highly promoted and the worlds best 
selling Plastic Rainboots. 


REMEMBER ...T0 LOOK FOR THE LEADER. 











EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC 


941 E. Third St. 2019 W. Walnut St. 47 W. 34th St. 
LUCKY SALES. LOS ANGELES CHICAGO NEW YORK 
re . MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
70 Boot and Shoe Recorder 








great durability combined with ex- or buyers, who in turn sell them to a fashion leather in women’s shoes. 


















We Offer Quality Jobs, Cancellations 





and Closeouts in Branded Footwear to 


rxohaka-vitehatele 


shoe stores, drive-ins and 
shoe promotion buyers 





for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 





nationwide reputation 





Our prices on fine shoes, 
bought direct from the best known 


makers are in line with our 





oes Since ‘32 


M. K. WEIL Shoe Company 


While in Town See We 


1215 ashington Ave., Saint Louis 3, Mo 


an Sample Rooms: Los Angeles* New York 





Profile: Irving D. Brown 


(CONTINUED PROM PAGE 69) 
York, and numbers among his 
friends and acquaintances many of 
the best known artists of our time. 
A few of their works decorate the 
walls of his office in the Empire State 
Building in New York; but the ma- 
jority of the paintings . . . originals 

. are hung at home, where the 
whole family—Irving Brown, his 
wife, his eleven year old son and five 
year old daughter—can enjoy and 
appreciate them. 

Learn, absorb, apply . . . has been 
Irving Brown’s three-pronged ap- 
proach to every day living. All the 
things he learned at Cornell and 
Harvard have stood him in good 
stead; and every day since has been 
busy, exciting, interesting and stim- 
ulating. eo 





What’s in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 35) 
The natural color of alligator skin 
is slate gray. At the tannery, the 
skins are dyed in aniline, with a 
choice of scores of colors or shades. 


Most alligator shoe leather is dyed 
brown, with some in black. 

The high-lustre finish usually seen 
on genuine alligator leather is the 
result of polishing with special agate 
stones to give the leather a _ bur- 
nished gleam. 

Alligator is a very versatile shoe 
leather. An increasing amount of it 
is being used in men’s shoes—as all- 
over or for trim, such as plugs, 
tongue, fox and tip, edging, etc. It’s 
tough enough for a golf shoe, or sup- 
ple enough for a woman’s walking 
pump. 


Lizard 


Alligator-lizard, one of the more 
popular reptile leathers today, is ac- 
tually a lizard whose skin pattern 
looks like that of a very small alli- 
gator. That is, a portion of the skin 
contains the characteristic small 
squares found on the alligator skin. 
These lizards come chiefly from Bra- 
zil and Argentina. 

The lizard (there are hundreds of 
species) is a small creature, hunted 
solely for its skin. Our shoe industry 
uses about five to six million of these 
skins a year. A pair of shoes requires 


three to four skins of average size, 
or one to two skins of “giant” lizard 
size. The lizard is a relatively tame 
collectors of skins. The natural color 
animal, is easily caught by natives 
in tropical areas and sold to local 
of these skins is slate gray. About 
90 per cent of the lizard skins used 
in shoes are dyed brown or black. 

The three principal lizard leath- 
shoes are Teju (alligator- 
which comes from Brazil 
and Argentina; Iguana, which comes 
from South and Central America; 
and Calcutta lizard, which 
from India. 

The lizard skin is characterized 
by a somewhat pebble-like grain sur- 
face. This grain has tiny markings 
that differ in different parts of the 
same skin—markings shaped as tiny 
circles, ovals, diamonds, rectangles, 
etc. This is one of the most natural 
distinctive markings compared to 
any other kind of leather. 

Both women’s and men’s 
made in this leather—again either 
as allover or trim. It is a leather of 

(CONTINUED ON FOLLOWING PAGE) 
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The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp. 
Young sun worshippers love Sun-San's barefoot feel. 
Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 

with scientific design. 


KIDDIE SANDALS 










HOY SHOE CO. 





Sun-Gbo 


with Hoy-way —_ sole. Priced 
7 for volume sales! 

Series No. 880 
Sizes 5-8, 9-12, 13-3. 
Brown, White, Red. 


1128 LOCUST ST., ST. LOUIS 1, MO 
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great durability combined with ex- 
quisite beauty in its finished form. 


Snakeskin 


There are over 2000 known spe- 
cies of snakes, but only a few are 
used commonly in shoes. These are 
the Cobra (from India) which aver- 
ages 414 to 5 feet long and 4% to 5 
inches in width; the Makassar 
snake (from Indonesia), and the 
Siam snake, measuring 24% to 3 feet 
in length, and about 6 inches in 
width. The largest recorded snake 
is an Indian python, 38 feet long. 

The skins of these many different 
snakes vary tremendously in char- 
acter. For example, there’s more 
difference between the skins of a 
Java python and a Siam snake than 
there is between kid, calf and side 
leathers. 

Around three million snakeskins 
are tanned yearly in the U. S., and 
most of these go into shoes. It takes 
about one average size snakeskin to 
make a pair of shoes. 

Collecting snakeskins resembles 
the trapping of animals for fur. It’s 
done by natives in tropical coun- 
tries, who make a business of it, 
selling the skins to local collectors 


or buyers, who in turn sell them to 
traders who pass through these ter- 
ritories periodically. 

Although snakeskin has a fragile 
feel, when processed into leather it 
is extremely strong and durable de- 
spite its lightness. In shoes, snake- 
skin is usually backed with cloth, 
not to increase its strength but sim- 
ply to give it more “body.” 

The genuine snakeskin is _ in- 
stantly recognized by its slightly 
scaly feel to the touch. In the tan- 
ning process these scales are very 
much smoothed down. Nevertheless, 
the unique scaly surface feel still 
remains. 

The natural color of snakeskin is 
a beige-like tone. For shoes, snake- 
skins are dyed mostly in the beige- 
tan-brown family, with some red 
and black. But snakeskin can be 
dyed in a myriad of brilliant or 
subtle colors. The color and surface 
finish, combined with the natural 
texture of the leather, create a truly 
beautiful shoe leather. 

Snakeskin remains a perennial as 





The author expresses his appreciation to 
Fleming-Joffe, Ltd., and John Metz Leather 
Co. for their help in the preparation of 
this article. 


a fashion leather in women’s shoes. 
Snakeskin has a long tradition in 
fashion. Cleopatra wore tiny, live 
snakes around her ankles as a dra- 
matic ornamentation for her san- 
dals. Genuine snakeskin is adapt- 
able, because of its many different 
species available, to fashion foot- 
wear from the highest grades to the 
popular-priced lines in shoes. 


Source of Supply 

Reptiles are found in many near- 
impenetrable regions of the tropics 
—forests, jungles, swamps, ete. 
Many months are required, there- 
fore, to transport the skins from 
these areas to seaports. 

Commercial raising of reptiles is 
unfeasible. For one thing, it takes 
too long for these animals to mature, 
such as the alligator. 

When the reptile is caught and 
skinned, the skin must be quickly 
and carefully treated to prevent pu- 
trefaction during the weeks or 
months of waiting before the skins 
reach the tannery. The skins are 
drenched in salt, wrapped in weeds, 
and many of the alligator skins are 
stowed in mahogany boxes made by 

(CONTINUED ON PAGE 74) 








flexible — 
super light — 


STREET 
BALLETS 


No. 6310 








Brown, maple, red, black. 
Sizes 4 to 10. 
AAAA to C. 
Retail about 
9.95 


Red, brown, bive, black, 
white. Sizes 4 to 10, 
AAAA to D. 
Retail about 
10.95 






NO SERVICE 
CHARGE ON 
SMALL ORDERS 





IN STOCK 
FOR IMMEDIATE 
DELIVERY 


Hand-lasted, 
leathers. Fully lined, full chrome soles. 
dyeable white satin and silver mesh. 


BERNED SHOE CO. 


Manufacturers © Distributors 
207 Essex St., Boston 11, Mass. 


air-foam cushioned ballets of finest garment 
Black or white leather, 
Net f.o.b. Boston. 


$] 90 


British Classics, Ine. 


146 DUANE STREET, NEW YORK 13, N. Y. 








72 Boot and Shoe Recorder 








finished leather state and it requires volved in tanning reptile skins is 


What’« in a Shoe 





The Shoehorn 
Capital of the World .. 


Twenty million shoehorns a year make this small Indiana 


factory the largest producer of shoehorns in the world 





Polished and most of them stamped with the name of a shoe manufacturer or retailer, 
the shoehorns are stacked ready to be packed into neat cartons in the shipping room. 


ANY small businesses have had to operate on 

a shoestring recently but one small plant in 

the Midwest booted the recession right out 
of its door by operating not on the proverbial shoe- 
string, but on the pedestrian shoehorn. 

The plant, Steel Industries, Inc., Crawfordsville, Ind., 
is the world’s largest manufacturer of shoehorns. It 
makes 20 million of them a year, about 90 per cent 
of this country’s supply. Right through the recession it 
continued to increase production of horns—and some 
200 other precision metal parts—and it plans to raise 
output again this year. 

Much of the motivating force behind the little 
company’s big strides during a period of economic 
timidity has been furnished by Harold M. Oshry, vice 
president. Like many executives in small companies, 
Oshry wears several hats—or fills several pairs of 
shoes! He is in charge of sales; he is part owner of the 
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business; he is in general charge of manufacturing 
and research. And he’s proud of it alli. 

“It’s nice to be tops in something,” Oshry says with 
a smile. “Well, we’re the biggest thing in shoehorns.” 

Even though the company has stepped out into 
perhaps more noble fields—making transistor bases 
for the electronics industry, plus a variety of screw 
machine, stamped and extruded parts for the auto- 
motive and other industries—the shoehorn remains the 
bread-and-butter item, the staple product. And the 
lowly horn, which kept the company on its feet in its 
early days, remains Oshry’s first love. 

Viewed from most angles, the shoehorn is hardly 
an imposing instrument. It’s simply a curved piece of 
metal usually found in shoe shops and in dresser 

(CONTINUED ON PAGE 92) 


73 








Naenee Ratanl Wweadoa 








What’s in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 72) 
natives. Snakeskins are often 
packed in a sort of clay mud, salted, 
and packed in barrels. When the 
barrels arrive at the tannery, 
they’re broken open and the hard- 
ened clay is softened so the skins 
can be removed. 

There is a fairly steady supply of 
reptile skins, obtained from many 
parts of the world. But there is sel- 
dom any over-supply. Certain gov- 
ernments regulate the slaughter of 
these creatures to prevent annihila- 
tion of a species. However, a sud- 
den increased demand for reptile 
skins could create a sharp upward 
push on prices because of a rela- 
tively limited supply of these skins. 


Tanning the Skins 


The tanning of reptile skins into 
leather is one of the most sensitive 
and specialized of all tanning proce- 
dures. There is only a small hand- 
ful of firms specializing in this 
work. 

It takes about 25 different opera- 
tions to bring these raw skins to a 


finished leather state and it requires 
from one to two months to do this. 
The slow tanning is necessary be- 
cause only paddle or vat tanning 
methods can be used. The tumbling 
action of tanning drums used in 
processing larger hides would cause 
lighter weight skins, such as snakes, 
to tangle hopelessly, resulting in un- 
even tanning and damaged skins. 

The tanning process used is a 
complex science. Each skin is han- 
dled individually throughout the 
weeks or months of scrupulous care. 
After the tanning, much of the proc- 
essing is done by hand because of the 
meticulous handling required. 

A reptile skin is first softened in 
a lime bath to facilitate the removal 
of scales. The removal of scales and 
flesh from the skin to give a uni- 
form thickness differs a little with 
the alligator, lizard and snakeskins. 
This is an extremely skilled and del- 
icate process, considering the very 
thin textures of the smaller snake- 
skins, for example. 

The tanning process, and tanning 
materials, must be precise in every 
respect so as to enhance, and not 
damage, the natural surface beauty 
of these skins. The risk factor in- 


volved in tanning reptile skins is 
greater than perhaps with any 
other kind of skin or leather. Thus 
the reason for the high degree of 
specialization, and the combining of 
art and science, in the tanning proc- 
ess. 

The final touches of glorification 
of these skins come in the dyeing 
and finishing procedures. The high 
or subtle gloss of the reptile skin is 
achieved with an aniline finish. The 
beautiful colors are achieved with 
special dyes that do full justice to 
the unique designs on these skins. 

The sorting, grading, measuring 
and cutting of reptile skins for use 
in shoes is also a delicate specializa- 
tion. Grading and sorting is done 
on the basis of size, quality, skin 
type or pattern, etc. No two reptile 
skins of any species are ever identi- 
cal. Hence the sorting requires 
careful selection so that the shoe 
manufacturer, preparing a line of, 
say, snakeskin shoes, has his skins 
in lots that are as similar in sur- 
face design as possible. 

A reptile skin in its raw form is 
usually bought by length (head to 
tail). But in its tanned and finished 

(CONTINUED ON PAGE 80) 
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Weather Slows Sales 
in New York Stores 


RETAIL shoe selling in New York 
has been good, generally, these past 
two weeks, except for intermittent 
spottiness due to weather. Snow, 
sleet and rain impeded sales and 
often kept figures from scoring 
higher than a year ago. Sales have 
been lagging somewhat on color 
shoes and retailers chalk that up to 
the weather too. They expect that 
selling will accelerate as soon as 
sunshine and clear weather are 
more consistent. 

Concentrated promotions in New 
York department and_ specialty 
stores of black and white or blue 
and white checks, in suits and 
coats, have put a tremendous push 
on black patent shoes to comple- 
ment these costumes. Stores are 
selling all kinds of patent leather 
shoes ... in dressy and tailored 
types . . . on mid heels and high. 

At the top fashion level, espe- 
cially, there are patent leather shoes 
in new patterns and designs. . 
Patent leather with colored heels, 
to be worn with colored stockings. 
New patent leather shoes that fea- 
ture combinations with sleek fibers 
such as satin, moire, horsehair 
fabric or fine silk tweeds. Patent 
leather with black or brown stacked 
heels. 

Summer suede is another idea 
that was promoted successfully in 
the south and for cruise wear and 
is now beginning to catch on in 
New York . . . Summer suede in 
real bright colors of prints . 
orange reds, bright blues, peacock 
shades; also gold, dark emerald and 
the subtle colors deriving from 
oriental prints. 

In smooth leathers, geranium 
pink is expected to increase in sales 
from now on. Bone has been selling 
well but black patent has made 
some inroads in this particular in- 
stance. 

Advertising, promotions and dis- 
plays of men’s, women’s and chil- 
dren’s shoes have been strong and 
consistent for the past several 
weeks ... building up for Easter 
and spring. 

Stride Rite Shoe, in a_ seven 
column ad illustrated six different 
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styles of shoes .. . three for each 
of the long ears of a pert bunny 
and the copy read: “FASHION... 
that’s for Easter! FIT .. . that’s 
for sure! Quick, they’re here! For 
her: new tapered squared toes, 
slender new straps. For him: shiny 
black dress oxfords, white, gray 
and dusty bucks. All just down the 
street at your Stride Rite store... 
and careful fitters waiting, with 
sizes galore.” 

“There’s more of the foot that 
meets the eye,” says Lord & Taylor 
... “With Newton Elkin’s decolleté 
pump... a breathtaking sweep of 
leg is revealed, carrying the eye to 
spring’s height-of-hem .. . in calf- 
skin and patent leather ... on heels 
as varied as the lives they will 
lead.” 

Andrew Geller featured bone, ger- 
anium, yellow, watercress, spring 
brown, black, royal, navy, gray or 
white calf; also black patent and 
the copy emphasized: “Honeycomb: 
news shelled out in our Shirtwaist 
Pump... fine for buzzing around.” 


All Shoe Types Move 
Well in St. Louis 


A SURVEY of St. Louis retailers 
finds them happy with the pace of 
their Easter business. Early tabu- 
lations averaged five to nine per cent 
ahead for most dealers, with a few 
stores running considerably better 
than those figures. 

Women’s shoe shops and depart- 
ments were busy all during March, 
with decidedly fashion shoes mov- 
ing along with standard and basic 
types. Men’s shops put on a burst 











Two Martinique calf pumps headlined by 
Joseph, Chicago, at $24.95. (6 cols.) 


of special displays which managers 
say paid off well in business pairs, 
dressy casuals, and sport types. 

Children’s selling opened up slowly 
in March, with the first week’ end 
a disappointment, several suburban 
outlets report. Up to the middle of 
the month, the majority of children’s 
pairs sold were what dealers say 
“would have sold anyway,” replace- 
ment school shoes and repeat busi- 
ness for the most part. When the 
pick-up finally got under way, retail- 
ers found that “every afternoon af- 
ter school was bedlam.” 

Girls’ top seller for Easter parad- 
ing was black patent pumps, with 
pre-schoolers swinging strongly to 
the untrimmed vamps. Pre-teens 
preferences ran to squared off toes, 
strapless tapered toe patents, colored 
patents, and grown up looking vamp 
treatments. Vanilla Ice sold steadily 
for young, young ladies, but not in 
the volume many dealers anticipated. 
However, they feel that the pale 
beige has strong carry-over possi- 
bilities all through April and May. 

A few dealers found themselves 
caught without enough boys’ white 
buck crepe soled oxfords. Demand 
exceeded supply, especially in the 
northwestern residential suburbs. 
Boys’ gored slipons, both in gray 
and in dirty buck, were listed as ex- 
cellent sellers also. 

Canvas playshoes popped into 
neighborhood shoe store windows in 
profusion, to add riotous color and 
remind mothers that “tennis shoe” 
time is here. First sales find blue- 
green floral printed ties and shell 
pumps with matching fabric bags 
popular both for mothers and 
daughters. Even early in March, 
suburban stores were selling as many 
as 50 pairs of canvas playshoes a 
day. 

Teenaged girls are buying and 
wearing to school plain white tennis 
shoes, although weather is not truly 
warm. They are buying every jelly 
bean color of tapered toe dress flats 
adorned with “jewels,” along with 
basic black, white or gray buck half 
saddles. Teenagers Easter pump 
choice was either black patent or 
black smooth leather, closed, with 
12/8 heel and small bow trim. 

(CONTINUED ON FOLLOWING PAGE) 
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Bone is big with girls in some 
high schools — not in others. Few 
teenagers have as yet bought bright- 
hued heeled pumps, but their 
mothers and sisters in college have 
more than made up for it. Combina- 
tion calf and fine nap suede tie 
pumps are moving in volume. Most 
requested bright shade is coral pink, 
with soft green second. Some navy 
is selling for women, as it tradition- 
ally does each spring in conservative 
St. Louis. Navy calf 18/8 closed 
pumps with brass button or ring 
trim are favored for Easter-suitabil- 
ity. 

Recap of women’s business finds 
glistening black patent pumps, 23/8 
heels and semi-needle toe first; bone 
smooth calf and bone lustre calf 
second; black smooth, pink, navy, 
green, blue and red following. Pink 
is picking up much of the women’s 
business that ordinarily would go to 
red, dealers say. 

In women’s casuals, pale cream 
punched pig on low wedges or simu- 
lated stacked heels is finding good 
acceptance at suburban department 
store branches, as walking weather 
is ushered in to stay. 

Shoe advertising seemed im- 
mensely heavy all during March. 
This was due in part to the long 
strike which stopped publication of 
the city’s morning Globe-Democrat 
and threw all shoe advertising into 
the evening paper, the Post-Dispatch. 
As of press time, negotiations were 
still in progress. 


Second Easter Showing 
in Chicago 

ACTIVE and healthy post-Easter 
business is predicted by Chicago 
retailers. Pre-holiday sales have 
held their own despite rugged 
weather. But the bulk of spring 
business is expected to be done this 
month. Chicago is traditionally a 
late dark shoe town. Therefore, it 
is natural that the regular pattern 
of heavy sales in April will follow. 

Up to now, patent has dominated 
sales. But within the next few 
weeks, light colors should take 
over. Blue, however, is expected to 
be a persistent seller well into May. 
The new lighter and brighter ver- 
sion has done particularly well. 
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Predictions of a second Easter are 
evidently coming true. 

Marshall Field & Co. has fea- 
tured a number of full page shoe 
advertisements. One of these fea- 
tured the pale blondes, described as 
“new soft shades to complement 
spring prints, to blend with spring 
neutrals, to brighten spring darks.” 
Joseph Salon Shoes has emphasized 
a new high fashion low cut oxford 
in French kid. The color selection 
includes absinthe, shocking pink, 
platinum, flight blue, teal blue, 
black, and toffee. In addition to 
stressing royal blue, O’Connor & 
Goldberg has pointed up crazy 
quilt patterned homespun linen 
shoes. 

Throughout the price range, there 
has been a most persistent trend. 
That is the growing strength of the 
slender, medium-heeled shoe. This 
heel, on a variety of patterns, has 
won its place as a fashion factor. 
Also, there is a gradual but strong 
swing to more color. Red calf has 
done better than a year ago. There 
has been good early interest in the 
light and bright greens, in yellow, 
sand, and pinks and oranges. 

In the volume outlets, the pump 
is well ahead as top seller. How- 
ever, the switch is beginning to 
straps and opened up types. This 


is expected to accelerate and reach 
its peak by mid-May. 

This is the best season for novel- 
ties in children’s shoes. In many of 
the chains and in mail order houses 
they have done better than in pre- 
vious years. The swivel or sweater 
pumps are top sellers. However, the 
new T-strap adaptations, squared 
off toes, and new cut-out vamps are 
also pointing toward volume. Three 
eyelet moccasins, swirl toe slip-ons, 
and pillow embossed vamps have 
done well in boys’ departments. 

Men’s shoe sales have also shown 
more variety than previous seasons. 
A good percentage of advertising 
space has been alloted to style pro- 
motions. Baskin used a half page 
to present Florsheim’s “Gunstock 
Brown,” as a “masculine new shade 
that goes with everything.” O’Con- 
nor & Goldberg continues its prac- 
tice of featuring single high fash- 
ion styles. These have included a 
pillow weave vamp on square toe 
slip-on and a continental styled 
slip-on of crushed leather. Volume 
outlet sales have centered on swirl 
tip slip-ons, continental style two- 
eyelet oxfords with swirl tip, and 
various embossed vamp treatments. 


Everything Goes 
in Miami 
WITH the approach of Easter, 
children’s shoes were enjoying a 
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Goldsmith's, Memphis, has been running a series of advertisements on color co- 
ordinations for spring. This indicates subtie accents for MING BLUE. (half page) 
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brisk traffic in Miami. And little 
girls were looking for—and finding 
—the ultra-look, with sled heels and 
Queen Anne heels going over big. 
The “select” look and the more 
pointed toe, as well as shoes with re- 
movable bows, and with straps, and 
other ornaments for interchanging, 
rang up sales records. White led 
the Easter parade, but black kid and 
patent leathers still held their own 
—as always. 

For the ladies, white also is tops 
in popularity, with pumps selling 
best. But again, the perennial favor- 
ites, black patent and black leathers, 
hold a coveted place. It’s also the 
season for dyed - to - match shoes,— 
linens mostly. Colors range from 
royal blue to tangerine, with all in- 
between shades. Glaze tile blue is 
still going good, as is bone, with 
the lustre colors continuing strong. 
Honeydew melon is also selling well 
in South Florida. 

One of the high fashion buyers 
has reported an increased interest 
in pinks, with orange, light blue, 
beige and bone giving whites a run 
for their money. Dressy types, in 
modified toes and open toes, are good, 
especially this spring, and combina- 
tions are selling well in this “picky 
season”, as one manager calls it. 

Older people of which there seems 
to be an unusual influx this year, 
shop more for comfort. Miami Beach 
reports its usual demand for the 
casual, open shoe, as well as for flats. 
18/8 heels, modified toes and T- 
straps are constantly requested. 

For the men, coffee bean brown 
and the Italian styles still are tops. 
Slip-on loafers are outselling ties, 
according to one of the leading men’s 
shops on Flagler Street, Miami. 


Boston Volume 
“Good to Excellent” 


A SHORT spell of good weather 
late in March helped swell shoe 
sales volume in Boston. Several re- 
tailers reported increases described 
by some as “good”, by others as 
“fair”, and by still others as “ex- 
cellent.” 

While earlier promotions had 
stressed the lighter colors, as 
Easter came nearer, promotional 
emphasis switched to the traditional 
black patent. This had been pre- 
dicted. Stores sensed the coming 
demand and were ready for it. 
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The Franklin Simon & Company 
store in Chestnut Hill, for instance, 
found that about 50 per cent of all 
sales were on black patent, 25 per 
cent on bone and 20 per cent on 
navy. Other colors accounted for 
the remainder. At that time it was 
said that navy was creeping up on 
bone and might pass it. 

Much the same story was told at 
the Curtis Enna Jettick store on 
downtown Tremont Street. Fifty 
per cent of the volume was divided 
in fairly equal parts among bone, 
black calf, scarlet and a_ blue 
slightly lighter than navy. Black 
patent accounted for the remaining 
50 per cent. These, of course, were 
dress shoes but casuals, too, were 
beginning to sell freely. 

Black patent also was heavily 
promoted by the Jordan Marsh de- 
partment store. Five styles were 
selected: a slingback sandal type 
and four closed pumps, three of 
them with throat ornamentation. 
While patent played the leading 
role, other colors mentioned were 
navy, bone, red and black, all in 
smooth calf leather. 

An exception was the Solby Bayes 
Company store on Winter Street. 
Here black patent accounted for 
not more than 15 per cent of the 


volume, including mesh types. A 
mixture of colors—bone, blue, some 
reds and others—made up approxi- 
mately 85 per cent of the store’s 
sales to that time. 

Four pump types, made over the 
new oval toe last, were promoted 
by Joseph Antell at Zero Newbury 
Street. Kid leather was heavily 
stressed in three of them. Colors 
included black, navy, eucalyptus, 
Adriatic blue, beige, rose and bone. 


Better Sales Cheer 
Baltimore Retailers 


SHOE sales in the Baltimore 
area during the last month have 
been much better than for the cor- 
responding period of 1958, but then 
those dismal weeks of last year 
were among the worst local re- 
tailers have ever known. 

Almost two feet of snow had 
fallen on Baltimore and its suburbs 
by this time in 1958 and, as the pre- 
cipitation mounted, sales dropped 
and for a time almost stopped. 

This year business is better. One 
financial editor reported last week 
that retail sales in general were up 
20 per cent over the same period 
of last year. Shoe men seemed to 

(CONTINUED ON PAGE 110) 
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The gleam of black patent is lightening spring with its ingenious dark designs. 
Levy's, Memphis, picks Andrew Geller's patents for this amusing ad. (half page) 
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Fastest SPRING-boarts 


to sandal sales. ... cit you size-up Now) 


Sunny days mean sandal sales—and lots of ’em, for 
Pro-tek-tiv and Modern Age dealers who get sandals 
in stock early. Prepare for sandal sales now! And, 
since Easter left a lot of holes in your shelves— 


there’s no better way to fill them than with popular 


Pro-tek-tiv 
the finest in children’s shoes 


5936: BROWN 
7936: WHITE (no tip) 
8936: BLUE 
9936: RED 
(Leather Soles—all styles) 
BtoE oS 26. .... S320 
B to €... 814 to1l2......$4.20 


IMMEDIATE DELIVERY FROM STOCK 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis:-Stephens-:Embry Co. : IS: 


READING, PENNSYLVANIA 





Pro-tek-tiv Play-wear* 


6902: RED 
6904: SMOKE 
6903: BROWN 
(Leather Soles—all styles) 
B to EE 6 to 8 $3.25 
B to EE 81/4 to 12 $3.85 
Be. «+ 1214to 3.....$4.45 
(Youth's Last) 


IMMEDIATE DELIVERY FROM STOCK 


5% 30 Days F.O.B. Reading 





Pro-tek-tiv and Modern Age oxfords and straps— 
spring and summer two-tones—baby shoes—all your 
basics. The season won’t wait . . . neither will your 
customers. Order today! 


MODERN AGE 
best priced welt sandal on the 


market! 
GOODYEAR WELT 
2608: BROWN 
2609: WHITE (no tip) 
2610: RED 
(Neolite Soles—all styles) 


Bto E 614%4to 8......$2.70 
Bto E 814 tol2......$3.00 
B to D 1214 to 3 


2611: BLUE 


B to E. 6, to 8......$2.70 
Btet......0% 12.....,$2800 


IMMEDIATE DELIVERY FROM STOCK 


wEeMBe, 
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Manufacturing News 





New York 


PropUuUCTION is being maintained in most of the New 
York shoe factories. Activity is concentrated on reorders 
and fill-ins of spring and summer shoes. Manufacturers 
anticipate that this will continue for the next several 
weeks because merchants will need to reorder frequently, 
on the basis of present retail selling. 

At the same time, salesmen have been out on the road 
for the past several weeks with the first fall lines and 
report back that response and bookings are quite good. 

It is still too early to talk about fall colors. Black, 
of course, is first; but there is also a good deal of interest 
in brown. Merchants are sampling some of the lighter 
shades of brown in their first fall ordering. 

The broader range of lasts . . . lasts for many different 
types and patterns . . . rather than just the one pointed 
last fer all shoes . . . is a good thing. In addition to the 
pointed toe for dress and evening shoes, manufacturers 
have lasts for different occasions . . . the elongated oval 
toe last for tailored types on low and mid-heels . . . lasts 
for open toe, open back shoes, and others. 

Manufacturers, of necessity, have kept their fall lines 
short, due to price increases and the uncertainty of the 
leather market. They will add a few last-minute styles 
atter the April and May showings . . . Build a second 
fall line. As one manufacturer put it: Unlike increases 
in hard goods . . . automobiles for instance, where per- 
centages get lost in the shuffle, considerable increases in 
leather prices throw a monkey wrench into the works. 
It means forcing manufacturers into higher price brackets, 
if they want to maintain their quality and value. 

The general feeling is that manufacturers will proceed 
cautiously. They will absorb a good part of the increases 
for the fall run and, at the same time, will look for 
avenues to ease the situation. 

In Paris, they are using a lot of summer suedes and the 
same influence is noticeable here. It adds up to a strength- 
ened position for suede for fall. Rather than substitute 
other smooth leathers for calfskin, manufacturers will 
probably use more suede in the fall run. 


St. Louis 


Sr. LOUIS manufacturers join forces in saying “welcome” 
to the many retailers who will be visiting the Thirteenth 
Annual Fall Showing, April 12-15. Producers have com- 
pleted display plans, and the show’s prima donnas, the 
shoes themselves, are ready for their entrance cues. The 
fact that this year, for the first time, manufacturers from 
outside the St. Louis area will be displaying, has jumped 
local enthusiasm and dealer registrations to record highs. 

Orders for the spring season ran anywhere from 10 to 
30 per cent ahead of the spring season of last year, at 
least for the bulk of the area producers. Reorders have 
been coming in spottily, however, reflecting scattered 
periods of extremely severe weather in the northern and 
eastern sections of the country. 

Company earnings are at least slightly ahead of last 
year, interviewed spokesmen indicate. For some producers, 
however, the cost of materials has gone above the basis 
of their present shoe prices. Operating economies continue 
to be sought out, but wall-handwriting shows price adjust- 
ments just ahead. Prices have not been announced as yet 
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on many of the new lines that go on the road early in 
April. With costs mounting, wholesale prices may more 
than likely be in for confusing revisions covering specific 
patterns, not across the board increases. Women’s shoes 
may see heavy play on fabrics rather than leather for fall 
and winter. 

Juvenile makers had a good February and March, with 
sizeable reorders noted following the speeding up of the 
retail pace about March 10. Women’s producers are watch- 
ing the acceptance of single needle toes as against the 
double needle. With the oval toe gaining strength at the 
top fashion level, its filter-through to the medium and 
popular price brackets may be timed faster than cus- 
tomary fashion trend filtrations. 


New England 


ONE thing seems sure. If leather prices don’t miraculously 
stabilize at a lower level, a lot of established retail price 
brackets are going to disappear. Taking their place this 
fall will be brackets about one dollar higher. That, say 
trade observers, is what is faced by the country’s buyers 
of volume footwear turned out by the millions in New 
England factories. 

Reference has been made before to calf leather prices 
and their rapid advance. On more than one occasion, 
tanners have withdrawn their price lists. Now the same 
thing has happened not only in side upper leather but 
in sole leather as well. New prices, when announced, say 
tanners, will have to be considerably above the old levels. 
And the “old levels,” it is pointed out, are higher than 
those which prevailed when the spring run got under way 
late in 1958. 

Busiest factories in New England, as March neared its 
end, were those making novelties and flats. Orders for 
whites in some cases have had to be temporarily pigeon- 
holed because of the rush deliveries asked on more colorful 
casuals. 


Chicago 


Fae shoes will make their debut during the next month 
at major shoe shows and smaller regional showings. A 
few have already been sampled by salesmen in between 
season trips. The Chicago area is winding up preparations 
for the intensive show season just ahead. Meanwhile, 
however, production on late spring and summer shoes has 
run over into fall planning. Deliveries have continued to 
plague both manufacturer and retailer. It is hoped this 
will alleviate by the time fall deliveries begin. 

The trade wound up March in a good mood, despite 
a long, severe, and harrowing winter. Retail sales have 
remained steady and so have the reorders and fill-ins. 
Hence there has been little talk of “First quarter blues” 
noted in recent years when a slowing activity during late 
winter months raised questions concerning the ensuing 
spring and summer. Over-all reports indicate that retail 
buying has exceeded its pre-recession tempo. In fact, retail 
sales, for the most part, have been at least equal to their 
rate before the downward plunge in the autumn of 1957. 
In a few cases there are slight gains. Mail order houses. 
a good bellwether of the national picture, have had good 
activity in shoe orders. Break-down figures are not avail- 
able. However, Sears, Roebuck & Co. reported a 16.1 per 

(CONTINUED ON PAGE 90) 
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What’s in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 74) 
form it is usually bought by width. 
The length is approximately propor- 
tionate to the width. For example, 
a 12-inch-wide alligator skin is usu- 
ally about 3% feet in length. A liz- 
ard skin eight inches wide is usual- 
ly about 10 to 11 inches in length. 

The cutting of reptile leathers is 
so highly specialized that of late the 
shoe factories have made a start at 
entrusting this work to outside spe- 
cialists. The complex design of each 
skin requires that the shoe patterns 
be cut so that there is some sem- 
blance of uniformity in the shoes, 
and a minimum of waste. On an al- 
ligator skin, for instance, it would 
not do to have one shoe with a skin 
having large squares (the typical 
“square” pattern of alligator skin), 
and the other shoe having small 
squares. A similar problem is in- 
volved in snake and lizard skins. 
Each part of the skin is delegated to 
certain parts of the shoe. The cen- 
ter piece (the “heart” of the pat- 
tern of the skin) goes to the vamps. 
Other parts, with somewhat different 
design patterns, go to the quarter, 
or as heel covers or bows, etc. 

All this is done to get the maxi- 
mum fashion value out of each skin, 
as well as the greatest economy and 
least waste. This point alone should 
give the average retail salesman a 
truer sense of evaluation and appre- 
ciation of the genuine reptile shoe— 
the care and cost required in its 
making. 


How It Developed 


The tanning of reptile skins—and 
the use of reptile leathers in shoes 
—is relatively recent. True, small 
articles made of snakeskin leather 
have been found in the tombs of an- 
cient Egypt and elsewhere. But the 
commercial tanning of reptile skins 
didn’t start until about 40 years 
ago, and didn’t gather full momen- 
tum until the late 1920’s. 

One of the firms that was respon- 
sible for creating a volume demand 
for reptile leathers in the 1920’s 
was Bayer Brothers Leather Co. 
Another very influential force was 
the Goldsmith Leather Co., even to- 
day one of the largest reptile leather 
tanners. The Hecht Leather Co., 
and Peter Baran & Sons, also played 
important roles in establishing rep- 
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tiie leathers in the shoe trade. In 
the 1930’s and 1940’s other reptile 
tanners came on the scene, one of 
the most important among them to- 
day being Fleming-Joffe, Ltd., noted 
for its fashion leadership in this 
field. 

Establishing reptile leathers in 
the shoe field was no easy task. In 
the beginning, shoe manufacturers 
were very reluctant to buy the small 
reptile skins, all of which came with 
holes in forepart and rearpart—the 
openings for paws or legs. Also, the 
peculiar skin designs posed cutting 
problems. 

There were further objections. 
Shoemen contended that because the 
snake was naturally repugnant to 
women, women wouldn’t wear snake- 
skin shoes. Again, it was felt that 
the rough, scaly surface of reptile 
skins or leathers would present an 
additional obstacle in shoes. 

Gradually, however, these ob- 
stacles and objections were over- 
come. A few shoe manufacturers 
made shoes of these leathers, pro- 
moted them as novelty items in 
shoes. Fashionable women re- 
sponded to these unique and beauti- 
ful leathers, and a popular demand 
grew rapidly for reptile leather 
footwear. This popular demand has 
since continued unabated. 

The market potential for reptile 
shoes is tremendously greater than 
it has reached to date. And the 
merchandising potentials for such 
footwear are equally tremendous. 
Consider the following points in 
selling or merchandising reptile 
shoes: 

1) At least one of the reptile 
leathers is always in fashion. This 
applies to both men’s and women’s 
shoes. In recent years alligator and 
alligator-lizard have been the out- 
standing reptile shoe leathers. Thus, 
there’s never a question of whether 
a reptile shoe is seasonally “right” 
or in this year and out the next. 
And what is more handsome than a 
combination reptile leather shoe and 
handbag to match? 

2) Every good shoe wardrobe 
should contain a pair of reptile 
shoes. Thus, no shoe wardrobe is 
complete without them. Yet, per- 
haps not one women in 50 or 100 
has a pair of these shoes, and per- 
haps not one man in 1000—even 
among those classified as_ well- 
dressed. It’s not that there’s any 
resistance to such footwear. Rather, 


many shoemen or shoe stores have 
simply failed to promote this type 
of shoe as a basic part of the well- 
equipped shoe wardrobe. 

3) There’s sound economy in the 
reptile shoe due to its durability, its 
long wear and scuff-resistance val- 
ues. This also means that the re- 
tile shoe can be one of the most 
practical in the shoe wardrobe; and 
it will always stay new-looking, easy 
to clean, retain a fresh appearance. 

4) Reptile leathers are supple, 
lightweight. Hence, they’re adapt- 
able for wear the four seasons 
around. And they’re permanently 
comfortable, a good selling point. 

5) Unlike many other types of 
shoes, the reptile shoe is instantly 
recognizable as a distinctive shoe. 
Genuine reptile leather shoes convey 
a mark of fine quality, hence of 
prestige and character. This is a far 
more potent merchandising fact 
than many shoemen realize. It has 
real sell value. 

By utilizing all the inherent sell 
values in reptile leather shoes— 
from the standpoint of the practi- 
cal, of fashion—a sharp increase in 
demand and sales can be created. 
We regularly see the reptile leather 
men’s and women’s shoes featured 
in store windows and promoted in 
advertising and merchandising in 
leading shoe stores. These stores re- 
port a high level of customer re- 
sponse. There is no doubt that many 
other stores are taking their cue 
from these results, and many more 
are bound to follow. 

The reptile shoe is a “natural’’ be- 
cause of its unique character and 
customer-appeal qualities. Good and 
steady promotions of these shoes 
bring good and consistent sales re- 
sults—by utilizing the dramatic mer- 
chandising values inherent in these 
distinctive shoe leathers. e¢°¢ 


Philip M. Talbott, former presi- 
dent of the National Retail Mer- 


chants’ Association and retiring 
senior vice-president of Woodward 
& Lothrop, Washington, D. C., de- 
partment store, is joining a savings 
and trust company in that city asa 
special assistant to its president. 
Mr. Talbott, who is winding up 44 
years with the department store, is 
currently chairman of the board of 
directors of the Chamber of Com- 
merce of the United States. 
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Uniform Quality doesn't just 


Quality Control is of extreme importance 
in dyeing Evans Black Knight and Colored Suedes 


Dyes and chemicals for black and colored suedes are fed into the dye drums from 


these vats where they are carefully mixed and checked for correct temperature. 








happ 


















Dyeing of Evans Suedes is a long and careful process which takes 
more than one working day. The color is developed right in the 
drums, on the skins, and must be thoroughly absorbed. Suedes can 
not depend on the finishing process to bring up or even colors. 

In the dyeing process, temperature control is of vital importance, 


since it assures uniformity of color. 





Foreman Adam Zuchowicz makes one of several checks of temperature 


inside a dye drum. 


QUALITY CONTROL MAN 

Adam Zuchowicz says: “‘All of us in this 
department are very proud of the repu- 
tation our suedes have for uniformity of 
color, so everyone here makes quality 


control his personal job.” 


JOHN R. EVANS & COMPANY 
CAMDEN, NEW JERSEY 
1857-1959 


The House of Uniform Quality Leathers « A Member of the Kid Leather Guild 











It has the Continental Look 






STYLE NO. 1014 


Stetson’s 


ITALIANO MOC 


EAB 


ule, 


penEESON > 





100 STYLES IN STOCK—RETAILING FROM $21.95 TO $65.00 
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Every alert, style conscious retailer knows it. More and 
more men’s clothing and accessories are being tailored in 
the continental manner. And right in line with the trend is 
Stetson’s ITALIANO MOC. It fits the fashion like a glove 
and fills a slot in your stock that is certain to account for a 
sizeable portion of your total sales this year. You need this 
shoe — you can do an excellent volume with it, beginning 
right now. 

This is one of the easiest fitting styles in the Stetson line. 
In smooth Black calf. Lightweight, flexible leather sole. 
Bound top and leather heel. IN-STOCK and ready for im- 
mediate delivery. Send that order NOW. 


Tue STETSON SHOE Company, INc., South Weymouth 90, Mass. 


Boot and Shoe Recorder 








. Mme nananmtAah AFA MmIs FR }3 iF F 








AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 
FRUIT OF THE LOOM UNDERWEAR 


“Profits from Fruit of the Loom Underwear far ex- 
cond my expectations,” says shoe chain operator 
we —s- Charles Marbach of County Shoe Center 

» New York. 


“Selling Fruit of the Loom Underwear 
in my shoe stores proved to be a natural 
' and fast profit-maker. I’m making it 
part of my permanent operation.” 








Fruit of the Loom shirts and shorts retail prices are 


"" 49¢ ana 69% 


. -» America’s most in-demand price range! 
More underwear is sold at these prices than any 
other price. 


Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection ...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 


Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Life * Look * New York 
Times Magazine * Parade * Metro Group and net- 
work TV. 


Complete line of Fruit of the Loom Men’s and Boys’ 


Underwear, priced for easy sales! 
Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No 

wonder Fruit of the Loom is 
a “natural” seller in shoe stores. 








CLIP THIS COUPON NOW FOR A FAST, HIGH PROFIT 


Union Underwear Company, Dept. S 
Empire State Building 
New York, New York 


Complete Men’s and Boys’ Size 
Range... includes Men’s Gripper 
and Boxer Shorts, Briefs, Athletic 
and Tee Shirts. For Boys: Boxer 
Shorts, Briefs, Athletic and Tee 
Shirts. 


Please show me how my store can profit with the 
Fruit of the Loom line of men’s and boys’ underwear. 
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PROVEN SELF-SELLING RACK! NAME EE 
MF7 AVAILABLE AT NOMINAL ADDRESS ee a ee 
COST. 32” square, 54” high. Holds COMPANY 
45 dozen garments. 

POSITION 
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Our Dealers Made This SUCCESS STORY Possible 
2,128,190 Pairs of 

GEORGIA Industrial Boots and Shoes 
Produced in 1958 
A GAIN of 16.17 
GREATEST INCREASE in Shoe Business 


HERE ARE THE FACTS 


e In 1958, Georgia reversed the industry trend with a 
record gain of 16.1% in pairs made and 17.1% boost 
in dollar volume. 





Pair- 














e '58 was Georgia's |4th year in business, and every 
year has been a growth year. 


e This record is especially significant because all The Old 
Georgia's production is sold through unaffiliated MUNTING Boot 
retail stores. 


© GEORGIA OWNS NO STORES, CONTROLS NO OUTLETS 


| BELIEVE THAT THESE FACTS PROVE 


e The unchallenged value the consumer receives in 
Georgia shoes. 


e The profitability to the merchant of selling Georgia 
brands. 


e Georgia's enterprise, efficiency and the service of 
our operation. 


This enterprise, efficiency and service will keep Georgia’s busi- 
ness alert and growing. It will enable you to sell MORE and 
BETTER Georgia shoes at the fair, realistic prices which make 
retailing grow and prosper. 


Signed, 


FLOWERY BRANCH 
GEORGIA SHOE MANUFACTURING COMPANY, ~~ ceorcia 
THE HOME OF TOP VALUE INDUSTRIAL BOOTS AND SHOES 
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SEL 
ALL 


OFFICIAL INDUSTRY-WIDE PROMOTIONS! 


The three industry-wide promotions sponsored by National Shoe 
Institute will make the big news for Fall ’59. 

You must be at PPSSA to get the full story of how these promo- 
tions are being planned by the major shoe lines of the country. 


] You’ll see “Brown touched with Black’... for men! 
To be featured in Esquire. 


6) You'll see “new shoe shapes in Browns”... for women! 
er ae 
To be featured in Vogue. 


3 You’ll see “Boots! Boots! Boots!’... for children! 


e : , 
To be featured in Parents’ Magazine. 


Manufacturers! Reserve space now! 
Write to PPSSA, 210 Lincoln Street, Boston 11, Mass. 


PPSSA ALWAYS AT YOUR SERVICE 


MAY 3-7, 1959 * Hotels New Yorker and Sheraton-McAlpin and the New York Trade Show Building 


SPONSORED AND OPERATED BY NEW ENGLAND SHOE AND LEATHER ASSOCIATION AND NATIONAL ASSOCIATION OF SHOE CHAIN STORES. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 22) 


passed more than $1 million in bo- 
gus $100 bills. Most of this money 
was sold by the counterfeiters di- 
rectly to government agents without 
ever getting into circulation. Re- 
portedly, another $1 million was 
burned before the agents could get 
to it. 

Businessmen who accept phony 
money and have it seized are the 
losers, agents warn. 


A move is developing in Congress 
to override a tax ruling which has 
caused cutbacks in many co-op ad- 
vertising programs. 

As yet, the move is still in the 
talking stage. But tax attorneys 
expect legislation to be introduced 
soon. 

The ruling, by the Internal Rev- 


enue Service, held that ad allow- | 


ances paid merchants by manufac- 
turers or wholesalers are subject 
in most cases to the excise tax. 
When achieved by rebates to the 
purchaser, they are part of the tax- 
able cost of the item, IRS says. 

This is a reversal of previous 
rulings which held these payments 
to be “price adjustments” and tax 
exempt. 

Treasury officials have refused to 
budge in the ruling. The only hope 
for relief is for Congress to pass 
legislation. 


If your co-op advertising allow- | 


ances have fallen off, this is prob- 


ably why. Find out from your sup- | 
pliers how much this has caused | 
them to reduce their co-op ad pro- | 
seek | 


grams. Encourage them to 
legislation. 


Management may find that it has | 
to spend considerably more for po- | 
litical lobbying. This possibility is | 


a direct outgrowth of a recent U.S. 


Supreme Court decision which holds | 
that money spent for lobbying is | 


not necessarily deductible. 

Many firms today retain lobby- 
ists (either directly or through 
their trade associations) in Wash- 
ington and in some state capitals. 
These costs, for the most part, are 
tax deductible. But now the Su- 
preme Court has cast grave doubt 
as to the legality 
lobbying costs. 

Specifically, the Court held in a 
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of deducting | 


9-0 decision that sums spent by 
liquor dealers to defeat adverse 
state legislation are not deductible 
on federal income tax returns. 

In Washington, some registered 
lobbyists grimly see the Court’s de- 
cision as a severe blow at the right 
of businessmen to express them- 
selves before their federal and state 
legislatures. It is pointed out that 
a blow against lobbying by one 
type of businessmen (liquor deal- 
ers, in the case at hand) is a blow 
against all legislative interests by 
all businessmen. 


This case is causing some grave 
concern here. New legislation to 
clear the air may be necessary in 
order to clarify the right of busi- 
nessmen to petition their govern- 
ment. oo 


Samuel Dickes has resigned as 
buyer of women’s shoes for the Bal- 
timore store of The May Company. 
This is the firm which recently 
merged with The Hecht Company, 
combining the retail outlets they 
operate in eight of the largest met- 
ropolitan areas in the nation. 
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THE KEY TO FOOT-BALANCE 


IN STOCK 


No. 63 Brown 
No. 67 Black 


with the nation’s leading 


foot-fitting specialists to use Alden-Pedic shoes 


to satisfy “hard-to-fit” customers. 


Whether 


specialist or family shoe store, the Foot-Balance 


program can build a repeat business for you. 


C. H. ALDEN SHOE COMPANY 
Custom Beckuukers Son 1884 


BROCKTON, MASSACHUSETTS 








#This Advertisement will appear in 


June 





@ ESQUIRE ....-..-. 
@ SPORTS ILLUSTRATED. June! 





BNEW YORKER .... June6é 
Style 6110 — Fine grain leather; 

Featured two-eyelets; double leather 
soles and heels; popular square 

Shoe: toe — in Tobacco Leaf Brown. 


Also in Black (#6111). 








) e* 


Who could ask for anything more 
than the incomparable comforr, styling, 
construction, and good taste of this 
wonderfully wearable new Bass 
Weejun* Tie. New Brown dather 
shoes, with apparel Bives. 


originators of Weejuns* 








oT. M. Res. G.H. BASS 4 CO., 46 MAIN ST., WILTON, MAINE 
Sales Come 
Naturally 
When You 
Feature 
pes Originators of Weejuns* 


G. H. BASS & CO., Dept. BS-4, Wilton, Maine * 614 Marbridge Bldg., N.Y. C.1,N. Y. 
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Manufacturing News 
(CONTINUED FROM PAGE 79) 


cent increase in gross sales for February, the first month 
in the company’s fiscal year. The company indicated that 
the increase was general in all sections of the country and 
reflected a continuing upswing in the nation’s economy. 
The February increase was the largest monthly increase 
that Sears has experienced since August, 1955, when 
sales jumped 17.4 per cent. The sales volume also set a 
record high for February. 


Los Angeles 


CINCE the major portion of the shoe manufacturers in 
the West are in the casual field, they are going full tilt 
now trying to make deliveries on their spring and summer 
footwear. 

Old favorites of last year such as the thong sandal with 
baby heels; the flat soled sandal with strap tops; and the 
novelty soft crushed leather sandals in bright gay colors 
have been doing an outstanding job for the makers. Flat- 
ties in as many colors and with as many trims as you can 
think of are going exceptionally well. Jags still go on and 
on in white, red, black, pastels and denim blue. A great 
many of these are used for beachwear. The boating crowd 
have become so tremendous in the past few years, that 
several manufacturers have included shoes in their line 
suitable for this sport. 

Manufacturers representatives for men’s casuals have 
found a good market for the canvas boating shoes both 
in slipons and oxford type shoes. There is also a good 
market for the wide strap sandals for men. 

The Japanese type rubber soled thong pool shoes have 
started to move very well again. 


Milwaukee 


MANUFACTURERS are devoting much time to getting 
their fall line of samples together. Principal promotions 
for fall wear in the men’s shoe lines will be centered on 
color. The darker trend in men’s suits will be paralleled 
by production of darker hued footwear. “It’s a bad trend,” 
according to one plant spokesman. “It makes one pair of 
shoes do for everything in a man’s wardrobe.” 

The shape of the first quarter is recognizable as ‘not so 
bad.’ Factory orders and deliveries during January and 
February came up to last year’s figures in most instances. 
Several concerns noted a 10 per cent climb to date above 
their last year’s men’s footwear volume. 

Men’s footwear producers have their sales staffers out 
in the territories rounding up final spring fill-in orders. 
Word from these sales reps is that retailers are struggling 
to meet spring and Easter figures due to unfavorable 
weather in many sectors. The early Easter this year, in 
combination with bad weather is expected to hold spring 
retail volume down a few points. 

A personal survey by one shoe executive, he says, reveals 
that, “People have been wearing their boots all winter long 
in this territory and hiding their worn out shoes.” 

Demand for slightly heavier men’s dress shoes continues 
to be noted. Work shoe sales are said to be up about 10 
per cent. 

Children’s shoe firms report an improvement in first 
quarter figures. Parents may have cut back on their own 
new shoe purchases, but not for their youngsters, accord- 
ing to one plant executive. Dirty and gray bucks in big 
boys’ sizes and boys’ sizes as small as 3, 4 and 5 continue 
to gain in popularity. Patents and nylon velvet in straps 
and saddle oxfords for little girls are fast moving numbers. 
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Put These Fashions on 
the Line for Teenagers 


(CONTINUED FROM PAGE 49) 
velvet are offered for dress . . 
black holding top position. 

The color news .. . and it’s BIG 
news ... primarily is found in 
campus shoes where rich autumn 
colors are highlighted . . . pottery 
tones, medium browns, camel tones 
and bronzy greens. These will be 
supplemented importantly by gray, 
with scarlet remaining basic. In 
many shoes, the pattern lines are 
defined by two-texture combina- 


tions . . . silky suedes or plushy pig 
with smooth, velvet with patent. 
As everyone knows by now, teen- 
agers are spenders .. . they also 
are finicky and clannish in their 
buying habits. And so it becomes 
necessary for retailers to “sell” 
their style ideas to school leaders 
. . in order to get all other teen- 
agers to follow suit on a fashion 
trend. So plan your promotional 
strategy early . . . make absolutely 
sure that teenagers know and talk 
about the fact that Fall ’59 is a 
Tie Season ... a Bootee Season 
...A Color Season. $e 
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Genuine Dunham's Tyrpleans® . . . styled 
for relaxed walking pleasure in 

cushion comfort 
insole, full glove leather lining 
and ribbed crepe sole. 
Unmatched in comfort — for anywhere 
you roam! ' 


DUNHAM’S 


In styles for eve 









meeuber of 


If they're not DUNHAM’S - 
they're not TYROLEANS 


Write today, for complete information, 


Distributed in the East by 
DUNHAM BROTHERS COMPANY, 
Brattleboro Vt. 
in the Midwest by 
AINSWORTH SHOE COMPANY, 
Toledo Ohio 


in the Northwest by 
DODSON FISHER COMPANY, 
St. Poul, Minn. 
in the Southwest by 
B. ROSENBERG & SONS, 
New Orleans, Lo. 
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This eye-appealing ad in HOLIDAY 
is only part of the Dunham's 
Tyroleans® advertising story — 
an exciting ‘adventure in comfort’’ 
story that’s being read by millions 
in the nation’s leading magazines 
for men and women. For volume 
there’s no substitute for 
genuine Dunham's Tyroleans® — 
the line of outdoor footwear your 
customers are pre-sold on! 


DUNHAM BROTHERS COMPANY 


Brattleboro, Vermont 
In Canada: Greb Shoes Ltd., Kitchener, Ont. 


sales, 


E 











92 





The Shoehorn 
Capital of the World 


(CONTINUED FROM PAGE 73) 


drawers. It’s extremely utilitarian. 

But there’s nothing lackluster 
about it to Oshry, who is an MIT 
graduate and an experienced metal- 
lurgist, nor to his seven college- 
educated and industry-wise fellow 
executives. To them it has been a 
challenge equal to a moon rocket. 

“We sell most of our horns for one 
or two cents apiece,” Oshry says. 
“It’s not easy to produce anything, 
except lollipops, at that price. It took 
a lot of engineering. For instance, we 
decided a couple of years ago to put 
a little more bend in the finger grip. 
It cost us $10,000 to retool.” 

The horn is snipped off a roll of 
strip steel, usually stamped with the 
name of a shoe manufacturer or a 
shoe dealer, pressed to the desired 
shape, polished, and packed for ship- 
ment. A crew of five men can process 
30 tons of steel a month and turn 
out 40,000 horns in a shift. 

Most of the horns are standard, 
but there are some footloose and 
fancy-free models, too. There’s one 
type, perhaps in the Ivy League tra- 
dition, that is longer and has a gentle 
curve for the thumb instead of a 
hook grip. It is preferred by profes- 
sionals, Oshry says. A special order 
species has a bottle opener on one 
end, for people who keep bottles in 
their closets. Another model has a 
comb attached—a real head-to-toe 
grooming aid—and another a stud 
for tightening golf spikes. 

And the company sells some 10,000 
gold-plated shoehorns a year, pre- 
sumably for the man who has every- 
thing except a gold-plated shoehorn. 

Steel Industries has 75 employes 
at work on a two-shift, six-day basis, 
and an unbeatable personnel record 
of 12 years in business without a 
single layoff. The company went in 
the horn business in 1947, when it 
bought out the American Findings 
Manufacturing Co. 

Oshry attributes the firm’s success 
to seven basic management policies: 
hiring the best personnel, by means 
of thorough psychological testing 
(“entrance requirements” are stiffer 
than for many colleges, he boasts) ; 
continuous employe training; devel- 
opment of team spirit; making the 
most of available equipment; spend- 
ing money where it counts; close 
quality control; and continuous man- 
ufacturing research. e¢¢o¢ 
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-.-- Salesmen on the Road 








Thoughts on Commissions 


THE SUBJECT of salesmen’s 
commissions is a universal one. It 
comes up every time salesmen get 
together. It is an important item on 
the agenda at each meeting of the 
National Shoe Travelers’ Associa- 
tion. As a matter of fact, negotia- 
tions on policy have been underway 
for some time between NSTA offi- 
cials and those of the National Shoe 
Manufacturers Association. 

One well known and, we might 
add, well liked sales manager has 
this to say on the matter: “Sales- 
men should have more take-home 
pay. But the way to get it is not to 
increase the gross, but to decrease 
the deductions from the gross. The 
gross being increased would change 
the overall price structure of shoes. 

“If salesmen would plan their 
trips a little better, they would be 
able to save much expense by mak- 
ing calls on their customers at the 
right time. It is a further truth 
that if regional shows were earlier, 
first orders would be written and 
shipped earlier. This would mean 
reorders would come in at no cost 
to the salesman.” 


Be a Friend to Customer 


“PEOPLE ARE YOUR BUSI- 
NESS” is the title of the second 
correspondence lesson for traveling 
men in the Independent Shoemen’s 
“Operational Know-How” series. 

The lesson urges salesmen to 
make friends with their customers. 
We quote a portion: “If your cus- 
tomer has done an exceptional or 
unusual job with your product or 
one of your items, be sure to com- 
pliment him, and also let your own 
company know. The customer, your 
company and you comprise your 
Business Family—make it work as 
such.” 

The course in salesmanship is 
offered by Independent Shoemen as 
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part of its educational series to the 
shoe trade. A similar program is 
underway for shoe retailers. 


Noted Here and There .. . 


Frank Mirra, a salesman for 
Buster Brown Shoes, has resigned 
as president of the Pennsylvania 
Shoe Travelers’ Association, accord- 
ing to Joseph Harris, executive 
secretary-treasurer of the associa- 
tion. 

In accordance with the group’s 
constitution, Sumner Goodwin, of 
Sandler of Boston, has moved up 
from vice-president to assume the 
presidency. 

e © e 

Jack R. Boyd of Endicott John- 
son has assumed the presidency of 
the Indiana Shoe Travelers’ Asso- 
ciation. He succeeded Gene Tovey 
of Roberts, Johnson and Rand divi- 
sion of International Shoe Com- 
pany. 

The group’s fall show will be 
held April 19, 20 and 21 at the 
Claypool Hotel. 

Other association officers for the 
year are Clyde Williams of Amer- 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, ml. 


ican Girl, vice-president; E. C. 
Smeltzer, a retired shoe traveler, 
secretary-treasurer, and Ted Gross- 
kopf of Grosskopf, Inc., leather 
findings firm, assistant secretary- 
treasurer. 

In addition to Mr. Tovey, chair- 
man, the board of directors consists 
of Frank M. Brown, Calumet Shoe 
Company; Hugh B. Smeltzer, Life 
Stride division of Brown Shoe Com- 
pany; Bob McWhorter, Friedman- 
Shelby division of International 
Shoe Company; George Almond, 
Miracle Tread division of Craddock- 
Terry Shoe Corporation; W. A. Mc- 
Manus, Tober Saifer Shoe Manu- 
facturing Company; Jack Burnett, 
Wohl division of Brown Shoe Com- 
pany, and Kenneth Daniels, Endi- 
cott Johnson Corporation. 

+. * e 

IT’S amazing how many top busi- 
ness executives started their ca- 
reers as salesmen. One of the most 
outstanding is Charles H. Kellstadt, 
president of Sears, Roebuck and 
Company. At the age of 14, he sold 
Butterick Patterns from door to 
door for his father, who owned a 
dry goods store. 





(LAST OF A SERIES) 

HAROLD DOUGHTY was the 
only 1958 Star Salesman Award 
winner from the country’s South- 
west. He represents Tober Saifer 
Shoe Manufacturing Company in 
Arizona, southern Colorado, New 
Mexico and western Texas. He 
was his company’s selection for 
the award presented at the Na- 
tional Shoe Fair. 

Mr. Doughty will celebrate his 
22d anniversary with Tober Saifer 
in October. He was previously 
with the R.J.R. branch of Inter- 
national Shoe Company for 13 
years. A _ resident of Tucson, 
Ariz., he is married and has one 
daughter and two granddaughters. 

-His main hobby is following all 
sports. 
Elks, the Masonic Lodge, The 210 





STARRING STAR SALESMEN: Harold Doughty 


He is a member of the Associates and the National Shoe 





HAROLD DOUGHTY 


xk 


Travelers’ Association. 
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National Shoes’ Managers Hear Helfant: 


Salesman’s Role Emphasized at Seminar 


NEW YORK — The salesperson’s 
role as a “merchandising advisor” 
and a connecting link between the 
customer and management was 
stressed to some 230 district, store 
and assistant managers of National 
Shoes, Inc., at a seminar here. 


The speaker—one of the key fig- 
ures on the agenda—was Seymour 
Helfant, manager of the Smaller 
Stores division of the National Re- 
tail Merchants Association, and au- 
thor of sales training articles ap- 


an annual event for the Eastern 
chain, buyers and company execu- 
tives spelled out the opportunities 
for increased sales and greater vol- 
ume in the period ahead. Theme 
was: “$ign for ’59—O.K. .. . ‘Op- 
portunity Knocks’.” 

Following a pattern that was suc- 
cessful two years ago, the group was 
divided into three segments. By ro- 
tation, they all had an opportunity 
to attend each of the three sessions 
—men’s and children’s shoes, 


Officers of National Shoes chain pose with TV and radio personalities who help 

promote sales. From left to right: Irving Siegel, vice-president; Louis Fried, presi- 

dent; June Graham of television and radio; Alan Freed, TV rock ‘n' roll exponent; 
Fred Siegel, vice-president, and Mac Siegel, secretary and treasurer. 


pearing in BOOT AND SHOE RE- 


CORDER. 

The retail shoe salesman, Mr. Hel- 
fant pointed out, is responsible for 
the creation of an acceptable image 
of the store in the customer’s mind. 
And he enumerated several sugges- 
tions on how to accomplish this. 
Said Mr. Helfant, “Courteous ap- 
proach to the customer is very im- 
portant. Don’t ask unnecessary ques- 
tions or ones that will encourage ‘no’ 
for an answer. 


“Present merchandise carefully 
and intelligently. Counter customers’ 
objections with valid reasoning. 
Make T.O.’s with finesse. Suggestion 
and related selling are appreciated 
by the customer and can result in 
increased sales volume for the 
store.” 

At the Waldorf-Astoria seminar, 


women’s shoes, handbags and ho- 
siery. In each case, the buyers in 
the various branches of the com- 
pany’s retail activities reviewed 
progress and outlined plans and pro- 
motions for the coming season. 
Discussion ranged from the best 
selling features in spring and sum- 
mer shoes, including styles, patterns 
and colors, to flexibility and con- 
struction, especially the Bonwelt in 
children’s and the new “Pussy Foot 
Amalfi” construction in women’s 
shoes. Follow-up and suggested sell- 
ing of hosiery and coordinated hand- 
bags was forcefully reiterated. Man- 
agers were informed that automa- 
tion was being introduced into the 
hosiery department, and they were 
briefed on how this would work in 
expediting hosiery pick-ups. 
(CONTINUED ON PAGE 121) 


Denver Supplement 


Is Cooperative Effort 


DENVER—An illustration of co- 
operative effort among shoe retailers 
and shoe travelers with the aim— 
and result—of selling more shoes 
was a special supplement, “Spring 
Shoe Fashions, ’59,” published in 
mid-March by The Denver Post. 

The 12-page section, in tabloid 
size and inserted in the newspaper’s 
Sunday magazine section, “Empire 
Magazine,” was devoted exclusively 
to what is new in men’s, women’s and 
children’s shoes. 

The supplement was planned prior 
to and announced first at the Spring 
Shoe Show of the Mountain States 
Shoe Travelers Association, held 
here last November. Afterwards, 
shoe travelers told their retail out- 
lets about the section and urged them 
to advertise. Fourteen retailers par- 
ticipated. In addition, full-page and 
half-page ads in other sections of 
the Sunday paper promoted shoes. 

Editorial features in the special 
section were titled “For Footloose 
Males,” “Young Charmers,” “Dressy 
Paraders,” “Suburban Spectators” 
and “Leisure Mates.” 

One-third of the art, both editorial 
and advertising, was in color, high- 
lighting bright, sharp hues, spring 
green, bright blue and red, with co- 
ordinated hosiery in color. 

The cover page featured two bone 
kid pumps against a blue background 
as the most highly-acclaimed silhou- 
ette, with thin heels and tapered toes. 
Squared-off toes were prominent in 
the men’s shoes shown, while em- 
phasis was given glove-soft leathers 
with delicate “designed in’ orna- 
mentation in children’s shoes. 


Ohio Show Set for May 3-5 


COLUMBUS, O.—The Ohio Shoe 
Travelers’ Fall Shoe Fair, to be 
held May 3-5 in Deshler Hilton 
Hotel here, will feature a free Sun- 
day brunch for retailers of the 
Ohio-West Virginia-Indiana area 
served by the travelers. There will 
also be a dinner dance the same 
evening. Exhibits will be on six 
floors of the hotel. Ray Brooks, 
Harry Teetsel and Clyde Logan are 
in charge of arrangements. 
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Retailer Kit Offered: 


LIA Promotes Shoes 
As Father’s Day Gift 


NEW YORK—An elaborate mer- 
chandising package is available to 
retailers from Leather Industries of 
America in connection with its shoe 
gift promotion for Father’s Day, 
June 21. 

The promotion, which follows a 
successful one conducted along the 
same lines last Christmas, will seek 
to attract women into the stores and 
boost sales of extra pairs. And gift 
shoes are extra promotional styles, 
not merely replacements, LIA em- 
phasizes. 

Thirty-five brands are tying in 
with the promotion, which will be 
launched with an LIA color ad in 
the May issue of Redbook magazine 
(circulation over 3 million). An- 
other advertising page in the same 
issue will list the participating 
brands. 

The LIA merchandising kit, free 
to retailers, contains window and in- 
store point-of-purchase displays; a 
30 x 40-inch blow-up (in color) of 
LIA’s Redbook ad for use as a back- 
drop for a gift shoe display; mats 
for newspaper ads; suggested lay- 
outs for newspaper ads and window 
and interior displays; and a news- 
paper release on the idea of shoes as 
a Father’s Day gift. 

In addition, a nation-wide public- 
ity campaign is planned through 
magazines, newspapers and TV. 

Full details of the promotion are 
outlined to retailers in a_ booklet 
mailed to thousands of men’s shoe 
and family stores—both indepen- 
dents and chains—by LIA in co- 
operation with the National Shoe 
Retailers Association. 

“Even bigger than Christmas!” 
boasts the booklet cover on the im- 
pending promotion. It follows this 
up with a report on the Christmas 
’58 gift shoe promotion, in which 
more than 14,000 retailers joined. 
According to LIA, a survey of 500 
of these retailers revealed that their 
average sales increase in men’s 
shoes or shoe gift certificates was 
22 per cent. The increases ranged 
from 4 to 42 per cent. 
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N. Y. Salon Debuts Amid Springlike Decor 
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The arrival of spring is plainly evident in window display at new Walter Gold shoe 
store in midtown Manhattan. New styles catch eye of passerby. 


NEW YORK—Veteran shoe re- 
tailer Walter Gold picked the busy 
corner of 36th Street and Fifth 
Avenue for his second Manhattan 
shoe salon, and the first one to stock 
men’s shoes as well as women’s. 
Opening-day business, on March 16, 
quickly demonstrated that the lo- 
cation was a strategic one. 

Percy Burton, president, and John 
L. Stone, vice-president in charge of 
sales at Craddock-Terry Shoe Cor- 
poration, were on hand for the for- 
mal opening. 

As for the customers, they were 
interested in the window displays 
and the striking decor of the store, 
as well as the new spring shoes. It 
was almost as though spring had 
been ushered in a few days early, 
in view of the store’s color scheme 
—predominantly yellow and blue 
with a good deal of startling white. 

The rug is acacia yellow. The visi- 
ble wall is painted a robin’s egg 
blue. The chairs are wrought iron, 
painted white, with seats and backs 
of blue or gold leather. Even the 
fitting stools are all white. 

There is a tall white bird cage in 
the center of the shop for special 
display of outstanding shoes. 

On one side of the shop there is 
a solid wall of shoe stock. The car- 
tons are flush with the wall, easily 
accessible and, at the same time, 
fitting into the store decor. The rest 
of the stock is kept in the huge base- 


ment area. Full-length mirrors are 
actually doors that lead into the 
store windows. 

Early shoppers agreed this all 
added up to an attractive setting for 
the lines of women’s shoes that are 
carried. The store features Natural 
Bridge and Fashion Craft shoes by 
Craddock-Terry. The other lines in- 
clude Valentines and Fortunets by 
Genesco; Kickerinos by Hampton 
Corporation and British Trotters by 
Altman Brothers. Handbags to co- 
ordinate with the shoes are also 
carried. 

The men’s shoe department has a 
separate entrance on 36th Street. 

Until now Mr. Gold has always 
carried women’s shoes exclusively. 

(CONTINUED ON PAGE 101) 


Joining Walter Gold (lett) at opening of 
his new shop on New York's Fifth Avenue 
were John L. Stone (center), vice-presi- 
dent in charge of sales for Craddock- 
Terry Shoe Corporation, and Percy Bur- 
ton, president of the manufacturing firm. 
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Shoe Store, Dress Shop Ally: 
Ga. Retailers Stage Fashion Shows for $20 


By ROBERT H. BROWN 


DECATUR, GA.—Ever thought 
about holding a fashion show but 
held off because of the expense? 

It’s possible to stage a show in 
these days of rising costs for as 
little as $18.50. Smith Shoes of 
Decatur does it. The cost very 
seldom exceeds a $20 bill. 

The shows are 
well attended 
and well pro- 
moted. They are 
put on in com- 
plete detail— 
maybe minus 
some of the fan- 
fare of the 
more elaborate 
shows, but they 
do the job—and 
inexpensively. 

A. L. Coch- 
ran, manager of 
the store, con- 
ceived the idea 
sometime ago. 
He wanted to 
pull people into the store for a 
showing of the latest styles, but 
at the same time he wanted to keep 
the expense in line. 

One day he approached a friend 
who runs a dress shop down the 
street. Wouldn’t the friend like to 
go in with him on a series of shows, 
Mr. Cochran asked. The dress shop 
would promote dresses and sports- 
wear. Mr. Cochran would push 
shoes and handbags. Since Mr. 
Cochran’s friend did not carry 
shoes, there would be no competi- 
tion between them. 


Alternate Between Stores 


The friend liked the idea, and 
they adopted a plan of alternating 
the shows between the dress shop 
and the shoe store. 

Next they approached some of the 
women’s club and high school 
sorority leaders in Decatur with a 
promotion plan. The stores would 
furnish tickets, and the organiza- 
tions would sell them at 50 cents 
each. Since the organizations were 
backing the shows, this assured 
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good attendance. All proceeds were 
to go to the clubs or sororities. 

Under the plan the clubs, or or- 
ganizations, would furnish models 
from their members. This would 
bring in still more people, friends 
of the models. 

The first show’s sponsor was a 
high school sorority and the girls 


Women start to gather for a fashion show staged by Smith 
Shoes, Decatur, Ga., in cooperation with nearby dress shop. 
Chairs are secured from a Decatur funeral home at no cost. 
Shortly after this photo was made, every seat was taken. 


sold nearly 150 tickets. At show 
time, the store was jammed. 

“T learned then that when we can 
get a sorority to sponsor a show, 
I’m all for it,” says Mr. Cochran. 
“We sold shoes that night after the 
modeling was over. The total was 
$350 in sales.” 

The shows are held on the sales 
floors of the two stores and these 
are just ordinary stores, space- 
wise. 

“We move a few things back, 
clear out some displays, and that’s 
all,” explains Mr. Cochran. 

For seats to take care of the 
crowd, the managers turn to a 
funeral home around the corner. 

The shows provide an exceptional 
opportunity to show handbags. 
While the sales floor is being re- 
arranged after a day’s business, 
Mr. Cochran places an assortment 
of the bags in strategic spots 
around the floor, along with samples 
of the shoe styles he knows are 
being worn by the models. The 
audience can pick them up and fee! 
them. 


At the fashion shows, there is 
music coming from a speaker sys- 
tem. The master of ceremonies 
uses a microphone connected with 
the loudspeaker. 

No rehearsals are necessary be- 
cause the proceedings are kept 
quite simple. A model emerges 
from the rear, is announced by the 
M. C., usually the wife of the man 
who runs the dress shop. She de- 
scribes the clothes worn by the 
model, and then the shoes. 

The shows usually run about an 
hour. The refreshment periods that 
follow are the most valuable fea- 
tures about the shows because they 
give Mr. Cochran and his assistants 
a chance to become acquainted with 
the people in the audience. 


Meet the Townsfolk 


“We're able to meet the women 
of the town on a more or less in- 
formal basis,” he points out. “I 
remember one woman I talked with 
at one of the shows. She had not 
been in town very long. She had 
four daughters. In talking with her, 
it developed she had never been in 
the store. But as a result of our 
little conversation, she became a 
regular customer buying her own 
shoes well as those for her 
daughters.” 

Before each show, the models 
pose for pictures—with Mr. Coch- 
ran usually acting as the photog- 
rapher. As soon as these can be 
processed, they are mounted on a 
card and placed in the windows of 
both the dress shop and the shoe 
store. The public is invited to stop 
by and vote for the most popular 
model. The winner gets a $20 cer- 
tificate. 

At the shows, two $10 certificates 
are awarded—one from each store 
—as an attendance booster. 

Since the shows are sponsored by 
some local organization, the news- 
paper is always cooperative in 
printing stories about the events. 

Principal cost of staging the 
fashion shows lies in the refresh- 
ments served. The cookies run 
about $3.50 and the soft drinks 
about $5 per store. 

Remarks Mr. Cochran, “It isn’t 
necessary to go to a lot of expense 
te hold these shows, especially with 
another store helping out. When 
we divide up the bill, we hardly 
notice the cost.” 


as 
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Binghamton Shoeman Speaks 
In ‘Business-Education’ Day 


BINGHAMTON, N. Y.—A shoe 
store owner was a leading partici- 
pant when representatives of busi- 
ness, industry and education got to- 
gether here to discuss their respec- 
tive principles and practices and 
their interdependence. The local 
Chamber of Commerce sponsored 
the annual “B-I-E Day.” Walter 
Haas, owner of Walter’s Shoe Store, 
is an active member. 

In a talk to teachers from nearby 
schools and colleges, Mr. Haas 
outlined problems of retailing and 
stressed the role of the independent 
merchant. He said manufacturer- 
owned and operated retail outlets 
are increasing while the number of 
independent retailers is declining. 

But the highlight of his presenta- 
tion was a display of skins and 
swatches from Leather Industries 
of America and leading tanners. Us- 
ing color cards and charts, Mr. Haas 
also demonstrated the various hues 
possible in leather and their 
ordination with fabrics used 
dress and suit designers. 


co- 
by 


Later, Mr. Haas distributed to 
the teachers a series of booklets 
about leather. 


Sandbox Keeps the Children 
Happy at Grinnell, Ia., Store 


GRINNELL, IOWA — “T haven’t 
had a broken mirror since I got it. 
And it sure tones the loud ones 
down,” says Mrs. Margaret Arnold, 
owner and manager of Arnold’s 
Shoes in Grinnell. 

Six years ago, perplexed by the 
noisy and ofttimes disastrous ad- 
ventures of children brought along 
bv parents shopping for shoes, Mrs. 
Arnold thought of building a sand- 
box. 

“It cost practically nothing,” she 
recalls. “We used odd scraps of lum- 
ber and we’ve kept it filled with 
sand from a local lumber yard.” The 
yard-square, aqua-painted box is 
topped with a canvas canopy and 
equipped with small pails, shovels, 
a few blocks and cups. Four small 
stools surround it. 

“When children come in, they 
don’t waste a moment getting over 
to the sandbox and digging in,” 
Mrs. Arnold says. 
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Store’s ‘Style Club’ for Boys 
Gets Free Use of Shine Kit 


EL CERRITO, CALIF.—“Hardy’s 
Style Club” is bringing the boys 
into the Hardy store and the young- 
sters are bringing their dads. 

Hank Willingham, manager of the 
store, originated the Style Club for 
elementary and high school boys. 
The members twice a year design a 
pair of shoes which then become 
“regulation” for the ensuing period. 

Members are entitled to free use 
of shoe polish and a shine kit in 
the store, and Mr. Willingham said 
they have made a surprising re- 
sponse to the offer. The club elects 
its own officers and a shine kit is 
awarded each month by a drawing 
among members in good standing 
through shoe purchases. 

New members must be enrolled 
by a present member who accom- 
panies them to the store. News of 
the club’s activities is spread by 
word of mouth at schools. 

Mr. Willingham said a lot of the 
club members have helped introduce 
their fathers to the store’s foot- 
wear and accessories. 





Shoe News 





Recovery in Atchison: 


Business Up After Flood-Forced Move 


ATCHISON, KAN.—A pair of 
disastrous floods occurring 19 days 
apart last summer paralyzed this 
city and wrecked the Hilligoss Shoe 
Store as well as many other shops. 

Eight months later, after an in- 
terim in a temporary “out-of-the- 
way” location, Hilligoss is back to 
normal at a 
new, remodeled 
site—and show- 
ing increased 
sales. 

Douglas A. 
Smart, Jr., own- 
er of the Hilli- 
goss store, a 
leading Atchi- 
son shoe shop, 
says present 
business is up 
20 per cent over 
the same period | 
a year ago. This 
is due in part, 
he explains, to 
the firm’s more 
uptown location, right in the heart 
of the city’s shopping area. Another 
factor: “Our store is now engaged 
in a program of heavy promotion 
through radio, newspaper and direct 
mail.” 

Ironically, the Hilligoss firm, 
founded 27 years ago by the present 
owner’s father, Douglas A. Smart, 
Sr., had moved to a completely 
modernized and redecorated store 
only 16 months before the disasters 
struck. 


$12 Milton Damage to City 


When the storms hit, last July 11 
and July 30, Atchison—an indus- 
trial and agricultural city of 20,732 
—was crippled. Damage was esti- 
mated in excess of $12 million. 

The first—and worst — storm 
struck in the early morning hours, 
accompanied by a six-inch rain, 
hail and a 92-mile-an-hour wind. 
Surrounding creeks swelled over 
their banks, and a 10-foot wall of 
water roared through the city’s bus- 
iness district. Three persons died; 
business buildings toppled, and mud 
and debris covered the area. 
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Damage to the Hilligoss building, 
fixtures and stock, which were total 
losses, amounted to $63,000. The 
merchandise loss alone reached 
$30,000. 

The loss was covered by insur- 
ance for wind, hail and fire—but 
not flood damage. (Hilligoss has 


Hilligoss Shoe Store installed new fixtures throughout when it 
opened at new location after a disastrous flood wrecked its 
previous home. Walls are done in pink and green. 


joined other businesses in filing a 
suit in court in an attempt to collect 
for damages, but no settlement has 
been reached.) 

The firm lost six weeks’ retailing 
business before opening in a tem- 
porary location. 

The new location was selected by 
Mr. Smart from several because of 
its outstanding central position. 

“Hilligoss is a family shoe store 
with shoes for all ages,” he says. 
“Considering this, we are in what 
we consider a 100 per cent loca- 
tion.” 

Grand opening day for Hilligoss 
in the new home came in January. 
Seven hundred and fifty roses were 
presented to visiting ladies, 500 
balloons to children. Over 100 cus- 
tomers who bought shoes each re- 
ceived a silver dollar. They braved 
an eight-inch snow which had fallen 
the night before. 

The store has new fixtures 
throughout. Display fixtures, shelv- 
ing and chairs are finished in limed 
oak. Flooring in the front part of 
the store is tan tile. Green carpet- 
ing covers the women’s and sitting 


sections. The new drop ceiling is 
white, fireproof fiberglass. Walls 
are finished in pink and green. The 
store is well lighted by fluorescent 
strip fixtures. 

“We have a larger selling area 
than previously,” Mr. Smart points 
out. “Our building is 110 feet long, 
which gives us 1200 square feet of 
selling and display space, plus a 
1000-foot storage room.” The ex- 
terior front is of bright metal and 
glass with floodlighted show win- 
dows. 

The Hilligoss store, a Brown Shoe 
Company franchise store, carries 
hosiery and handbags as acces- 
sories. Since moving to the new 
store, the management has added 
the Nunn-Bush line. 


Six Competitors 


Competition in Atchison comes 
from two other family shoe stores, 
plus four shoe departments in other 
stores. 

A harbinger of Hilligoss’ present 
success, perhaps, was its record 
during six months in a temporary 
location, two blocks west of the 
business center. Business. then 
showed a 9 per cent increase. This 
was accomplished, Mr. Smart said, 
through a concentrated promotional 
campaign using the same media as 
now, but calling constant attention 
to the “temporary location” and of- 
fering special bargains. 

Although this stretched the ad- 
vertising budget, it kept customers 
coming in who might otherwise have 
shopped elsewhere for convenience. 


Chain Letter Idea Inspires 
Bad-Check Warning System 


SALT LAKE CITY, UTAH—A 
new bad-check warning system 
which borrows ideas from the old 
chain letter operation has gone into 
effect here. Hundreds of local busi- 
ness establishments have signed up 
for the service. 

Receiving notice that a_ bad 
check has been written or passed, 
the police department will notify 
one business house by telephone. 
The firm, in turn, will call five other 
establishments. They will each 
notify five others, and these will 
each notify three others. Charts 
listing the names of the firms and 
what other firms they will notify 
have been drawn up and distrib- 
uted. 
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Benjamin Finn Sells Phila. 
Store to Atlantic City Pair 


PHILADELPHIA — Benjamin L. 
Finn, owner of B. L. Finn Company 
and a shoe retailer here for 23 years, 
has sold his corrective and comfort 
shoe firm. The buyers, William H. 
Weinstein, an Atlantic City, N. J. 
financier, and his son, Martin, have 
incorporated the business as Finn’s 
Functional Footwear, Inc. They plan 
to add dressier lines to the merchan- 
dise presently carried. 

Mr. Finn said he is retaining a 
“‘small interest” in the business and 
will also act as a consultant to the 
new owners for “no more than six 
months.” Although his future plans 
are undecided, he said he will re- 
main in the shoe industry and is con- 
sidering several possibilities. Mean- 
while, he plans to further develop 
the shoe industry division of a 
Philadelphia employment agency in 
which he has an interest. 

Mr. Finn said he will remain as 
secretary of the Philadelphia Retail 
Shoe Merchants Association, and co- 
ordinator of Temple University’s 
prescription shoe fitting workshops. 
He is a director of Independent 
Shoemen and a former executive sec- 
retary of that group. 


Free Tokens Draw Trade 


NEWPORT, R. I.—Retailers here 
have a new gimmick for getting 
people downtown. They give one 
parking meter token with each $2 in 
purchases. The Newport County 
Chamber of Commerce buys the 
tokens in quantity, paying $1.50 for 
roll of 30. It sells them to the stores 
for $1.80 a roll, the 30-cent charge 
paying the cost of handling. Of its 
original purchase of 2400 tokens, 
the chamber sold 2250 within two 
weeks. 





e Literature 


Industry and Individualism 


The Uncommon Man, by Crawford 
W. Greenawalt. 142 pp. New York: 
McGraw-Hill, $4. 

Can a “rugged individualist” rise 
to top executive rank in a big cor- 
poration? Or is the top rung re- 
served for those willing to submerge 
themselves into conformity? 

A new book by du Pont’s Presi- 
dent Crawford W. Greenawalt gives 


some common sense answers to these 
and other questions pertinent on the 
American industrial scene. 

The book, entitled “The Uncom- 
mon Man,” provocatively discusses 
executive evaluation, political sci- 
ence, social organization, and the 
effect of current tax policies on the 
national well-being. 

The focal idea of the book is Mr. 
Greenawalt’s thesis that any organ- 
ization prospers only when it en- 
courages common men to perform 
uncommon deeds. 
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Displays a complete line of styles in a 
minimum of space. Inexpensive, mod- 
ern-styled rack of polished aluminum 
with bracket for brand name. A cus- 
tomer sees styles, sizes, and prices on 
each clip at a glance—saves salesman’s 
time; eliminates pilferage. Keeps shoes 
neat and orderly. Of particular value 
to manufacturer and retailer as an ex- 
clusive display of brands. Displays 11 
styles, sizes 2/3, 4/4%, 7 on composite 
lasts to fit left and right feet. 
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*Made only by 
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ENGLEWOOD, COLO.—Soft col- 
ors, walk-in windows and fingertip 
displays can be adapted to a long, 
narrow salesroom and create one of 
the most modish shoe shops in a 
city. Severity of 
styling of the 
former shoe store 
is forgotten in the 
transformed — sur- 
roundings. 

These facts have 
proven to be true 
at the Fontius 
Shoe Company’s 
fifth Denver area 
store, newly open- 
ed in this south 
Denver suburb. 

“In this age of stiff shoe com- 
petition, customers like warmth, 
light and friendly surroundings as 
well as quality shoes,” said Charles 
Binard, manager of the store. Mr. 
Binard has been promoted from as- 
sistant manager of Fontius’ store at 
the Cherry Creek Shopping Center 
by Harry Fontius, Jr., vice-presi- 
dent and general manager of Fon- 
tius stores. 


CHARLES BINARD 





5th Fontius Unit Installs Walk-In Windows 


Architect Richard Crowther, who 
was in charge of the $25,000 re- 
modeling program of Fontius’ down- 
town store last year, designed the 
newest acquisition of the 66-year- 
old independent shoe firm. The 
shop, covering 2500 square feet, is 
believed to be the first shoe store 
in the country to adopt walk-in win- 
dows from a regular street. For- 
merly walk-in windows have been 
used in shopping centers. 

The unusual lighting system is 
an exact replica of the downtown 
store. The 18-foot ceiling was low- 
ered and a 25’ x 18’ solid lighting 
fixture was installed for the front 
display. Doors were widened and 
the broad entrance was finished in 
imported Italian mosaic tile. 

Through use of contrasts of 
colors—Chinese red, charcoal, rus- 
set green and plain white—the long 
room was made to seem wider and 
to appear divided into men’s, wo- 
men’s and children’s departments. 
One wall is covered with white 
plastic straw wallpaper. Shoes and 
bags are shown on fingertip dis- 
plays throughout the store. 


Dropped spotlights in cut-out 
Chinese red emphasize the merchan- 
cise, which customers can pick up 
and feel. As one enters, on the left 
is an open display of women’s shoes 
and matching bags, followed by a 
sock bar, bows and women’s hosiery 
display counters and the cashier’s 
desk. The right wall has fingertip 
displays of men’s shoes. There are 
convenient exits into well-lighted, 
wide stockroom aisles. 

“The whole idea of our new store 
is to offer growing South Denver 


suburbia the latest in fingertip 
selection of Fontius’ brands in 
men’s, women’s and children’s 


shoes,” Mr. Binard said. “We carry 
the same wide range of about 22 
famous brand lines as are carried 
in our downtown store.” 

The new Fontius shop is on the 
site occupied for the past 20 years 
by Wallace Family Shoe Store, 
which has moved to a new location. 

Mr. Binard was with the Cherry 
Creek store three and a half years. 
He is a former assistant shoe 
buyer for Daniels & Fisher’s, Den- 
ver, and for six years he was with 
the downtown Jack and Jill Shop, 
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SYRACUSE, N. Y.—The down- 
town C. E. Chappell & Sons store 
timed the opening of an enlarged 
main-floor women’s and children’s 
shoe department to coincide with a 
“Spring Fashion Week” promotion 
sponsored by the local morning and 
afternoon newspapers. The store 
made extensive use of color in its 
“Fashion Week” ads. 

Chappell’s has returned its chil- 
dren’s shoe department to the 
ground floor and combined it with 
the women’s section, after conduct- 
ing it separately on the second 
floor. 

“It’s taken a long time to work 
out the various moves so we could 
expand,” reported buyer John Quin- 
lan, “but by having certain other 
departments absorb merchandise 
formerly carried in notions, then 
moving stationery over to the cen- 
ter of the floor, we’ve finally doubled 
our shoe space.” 


With 65 chairs, the department 





Walter Gold Salon Opens 


(CONTINUED FROM PAGE 95) 
But he decided that American Gen- 
tlemen by Craddock-Terry; Boston- 
ians by Commonwealth Shoe and 
Foot Savers by Julian and Kokenge 
would be natural, logical salesmakers 
in the new store. 

Walter Gold is well known in the 
shoe industry. He has been a part 
of it since 1922. Prior to going into 
business for himself in 1933, he 
managed the shoe department for 
Lane Bryant and then the Bootery. 
In 1933 he had a shop on New 
York’s 39th Street. Six years later 
he closed it and opened another store 
at 28 West 34th St. He has been 
there ever since. 

In the new shop at 389 Fifth Ave., 
Mr. Gold has a capable and helpful 
assistant, his son, Phil. 





Chappell’s of Syracuse Enlarges Ist-Floor Shoe Section 


now boasts 86 running feet of table 
display from the rear elevators 
toward the front of the store. Ap- 
proximately 150 pairs of shoes, dis- 
played by manufacturer’s brand 
name, are exposed to the heaviest 
avenue of traffic in the store. 

New carpeting and plasticized 
fabric wall covering are in tones of 
aqua and beige. Stockroom space, 
increased by 4000 pairs, has a 
capacity of 20,000 pairs. 

“For one thing, we expect to do 
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barefoot comfort that clinches the mess 
You can’t beat Stacy-Adams for bringing 
customers back for pair after pair. 
A Stacy-Adams customer is a good customer. 


more business in children’s shoes 
from now on,” said Mr. Quinlan, 
“because we have a staff of experi- 
enced fitters able to sell both men’s 
and children’s footwear.” 

Chappell’s sales volume of $300,- 
000 in footwear for the downtown 
location, Northern Lights Shopping 
Center and Eastwood stores will be 
increased by 25 per cent this year, 
Mr. Quinlan predicted. 

The use of color in newspaper 
advertising, he noted, appears to 
help materially in selling more co- 
ordinated items such as handbags. 












— 
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Shoe News 





Salesmen Wear Charcoal and Navy at St. Louis Shop 





Kline's reopened women's shoe store in downtown St. Louis features uniformed 
salesmen, fitting chairs of bright blue and bright turquoise, and a dozen full-length 
mirrors to heighten shop's spacious effect. 


ST. LOUIS—A sales staff in uni- 
form serves customers at Kline’s 
newly reopened women’s shoe store 
in downtown St. Louis. 

The salesmen’s attire consists of 
light charcoal trousers with navy 
blue flannel jackets trimmed with 
brass buttons and featuring a red- 
background Kline’s insignia on the 
breast pocket. 

The store, at 511 North Sixth St., 
had for many years been a part of 
Kline’s women’s specialty store— 
which recently closed its Kline’s- 
Franklin Simon unit in the down- 
town area. The shoe department, a 
leased department of Wohl Shoe 
Company, re-partitioned a spacious 
area and made a separate shop with 
a single entrance door. 

Modern and luxurious in every 
respect, the shoe store has walls 
done in bone-colored textured wall 
covering. Carpeting is a deep-piled 
blue and green flecked pattern, pick- 
ing up the colors of the fitting chairs 
which are bright blue in some areas, 
bright turquoise in others. All in- 
terior woods are blonde, with brass 
and white light fixtures over re- 
cessed display panels. 

The acoustical ceiling has 15 four- 
foot by four-foot recessed fluorescent 
skylights to provide bright but 
glareless illumination. Silk curtains 
of a blue and green print divide the 
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shop from stock areas behind. The 
store uses “canned” music for pleas- 
ant background effect. 

Herb Kotkin continues to manage 
Kline’s shoes downtown. The shop 
carries Marquise, Jacqueline and 
Corelli women’s dress and casual 
shoes, along with handbags and 
hosiery. 


Sommer & Kaufmann Opens 
Section for Walking Shoes 


SAN FRANCISCO—The second 
step in a $1 million expansion pro- 
gram at Sommer & Kaufmann’s 
downtown store has been completed 
with the opening of a fourth-floor 
“San Francisco Room,” a depart- 
ment devoted entirely to walking 
shoes. 

The new room, Victorian in decor, 
has been done in muted mauve and 
golden tones, accented with silken 
hangings and highlighted by a mas- 
sive Victorian chandelier. 

Clovis Saunders, Sommer & Kauf- 
mann president, reported the entire 
expansion will be completed in 
August with the opening of a Gar- 
den Lane patio. 

“With the completion of the 
plan,” Mr. Saunders declared, “the 
San Francisco Sommer & Kaufmann 
will be the largest department 
store of shoes for the family any- 
where in the United States.” 





THIS MONTH 
New England Shoe and Leather Associa- 
tion, Advance Fall Shoe Market 


Week, Hotels Statler-Hilton and Sher- 

aton-Plaza, Boston . .March 30-April 3 
St. Louis Shoe Manufacturers Associa- 

tion, St. Louis Annual Fall Showing, 

Hotels Sheraton-Jefferson, Statler- 

Hilton and Lennox and St. Louis 

Merchandise Mart ............April 12-15 
Shoe Travelers’ Association, 

Fall Shoe Show, Claypool 
Indianapolis April 19-21 
Guild of Better Shoe Manufacturers, 

Eqll Showing, members’ showrooms 

New York .....++Week of April 20 
Northwest Shoe Travelers, Inc., Fall 

Shoe Fair, St. Paul Hotel, St. Paul 

Minn. ; cei cue tues April 25-28 
Pacific Northwest Shoe Travelers, Inc., 

Fall Shoe Fair, New Washington and 

Stewart Hotels, Seattle, Wash.. .April 26-28 


MAY 


lowa Shoe Travelers’ Association, Fal! 
Shoe Show, Fort Des Moines Hotel 
Des Moines ......... 


Ohio Shoe Travelers Club, Fall Shoe 
Show. Deshler-Hilton Hotel, Columbus 
May 3-5 
Mountain States Shoe Travelers’ Asso- 
ciation, Fall Shoe Show, Albany 
FOR TINO occ ocsw sca cee tuss May 3-5 
Southeastern Shoe Travelers, Inc., Fal! 
Shoe Show, Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta 
Midwest Shoe Travelers’ Association, 
Fall Shoe Market, Hotel Morrison, 
Chicago 


Indiano 
Indiana 
Hote! 


Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, Hotels Sheraton- 
McAlpin and New Yorker, and New 
York Trade Show Building, New York 


May 3-7 
Michigan Shoe Travelers’ Club, Fal! 
Shoe “air Statler-Hilton Hotel 
SINR oo55 sie en aN Skee wilan © May 10-12 
Southwestern Shoe Travelers’ Associa- 


tion, Adolphus, Baker, Southland and 

Statler-Hilton Hotels, Dallas....May 10-13 
Mid-Continent Shoe Travelers Associa- 

tion, Fall Shoe Show, Biltmore Hotel, 


Oklahoma City, Okla..........May 17-18 
Pennsylvania Shoe Travelers’ Associa- 
tion, Fall Shoe Mart, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 17-20 
Boston Shoe Travelers Association, Fall 
Shoe Show, Parker House, Boston 
May !7-20 
West Coast Shoe Travelers’ Associates, 
Fall Shoe Show, Alexandria and Bilt- 
mera Hotels, Los Angeles...... May 1!7-20 
Mich nn Shoe Travelers’ Club, Western 
Micnigan Shoe Fair, Pantlind Hotel, 
Grand Rapids, Mich. .......... May 19-21 


Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Statler Hotel, New York 

May 21-22 

Central States Shoe Travelers, Heart of 
America Shoe Show, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 


May 24-26 
& 
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e Financial 


Shoe Corp. Earnings for ’°58 
Fall 21.9%; Sales Up Slightly 


COLUMBUS, O.— Although net 
sales rose slightly, Shoe Corporation 
of America registered a 21.9 per 
cent decline in earnings for 1958 in 
comparison with the year before, the 
annual report says. 

Earnings amounted to $2,270,531, 
equivalent to $2.55 per share, as 
against $2,906,278, or $3.26 per 
share, in 1957. Net sales, meanwhile, 
totaled $107,143,286 for ’58 as com- 
pared with $106,499,167 in the pre- 
vious year. 

Robert W. Schiff, president of the 
company, told shareholders, ‘Pres- 
ent indications, in our opinion, jus- 
tify expectations for an appreciable 
increase in earnings in 1959.” 

At the end of 1958, Shoe Corpora- 
tion was operating 676 units in 41 
states and the District of Columbia. 
A year earlier, there were 656 units 
in the chain. 


Compo Shoe Machinery’s 
*58 Revenues Set a Record 


WALTHAM, MASS.—Compo Shoe 
Machinery Corporation revenues 
from sales and leases during 1958 
totaled $6,114,979, a new high, ac- 
cording to the company’s annual 
report released by John F. Smith, 
president. 

This, he pointed out, compared 
with a 1957 total of $5,805,553. 
Primarily responsible for the gain, 
he said, is “an increasing trend on 
the part of shoe manufacturers to 
purchase machinery outright, to- 
gether with an expanded line of 
supplies offered for sale.” 

Net income for 1958 after taxes 
was $313,624, equivalent to 81 cents 
per share on the common stock. In 


1957, net was equivalent to 56 cents 
per share. 

Mr. Smith told the stockholders 
that the company has continued to 
stress research and development 
activities. The latter has resulted 
in the perfection of several new 
machines, and research carried on 
by the Compo Chemical Company, 
a subsidiary, has developed “several 
new adhesives which will make it 
possible to use the cement process 
in many heavier shoe types where 
previously the soles were secured 
by stitching or nailing.” 


Weyenberg Sales, Net Dip 
MILWAUKEE—Weyenberg Shoe 
Manufacturing Company experi- 
enced a 3.6 per cent decline in net 
earnings and a 1.3 per cent drop in 
net sales during 1958, according to 
figures released in the company’s 
annual report. 
The men’s 
firm reported 
048, or $4.59 


shoe manufacturing 
earnings of $1,075,- 
per share, last year 
as compared with $1,114,792, or 
$4.76 a share, in 1957. Meanwhile, 
net sales totaled $16,349,709 as 
against $16,563,217 in ’57. 
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~ Retail Openings 
Beck Salon a Feature 
Of $10 Million Center 


HYATTSVILLE, MD.—An atmos- 
phere of airiness, color and light 
was the store designer’s objective 
for a new A. S. Beck salon in the 
$10 million Prince Georges Plaza 
shopping center here. 

Characterizing the interior decor 
are walls of white Japanese straw- 
paper, greige ceiling, textured car- 
peting in the same shade with high 
and low sheared piling in a pattern 
of squares, and mirra-disc chairs 
with flame and gunmetal upholstery. 
Walnut fixtures and woodwork com- 
plement the color scheme. 

Besides 15,000 pairs of women’s 
high-fashion shoes, the salon stocks 
handbags, hosiery, gloves, casuals 
and umbrellas. A special men’s de- 
partment will carry an additional 
5000 pairs. 

The store, managed by Irving 
Arthur, is one of eight shoe shops 
in the 52-acre center, three miles 
northeast of Washington, D. C. The 


others are Hahn’s, Baker’s, E. D. 
Edwards, Miles Shoes, Flagg Broth- 
ers, Mary Jane Shoes, and The 
Plaza Bootery, the latter a branch 
of Washington’s Hillcrest Bootery. 

The big center has parking space 
for 4000 cars. 


National Shoes, Inc., a growing 
Eastern chain, has opened four 
units. They’re in the Glen Cove 
shopping center, Glen Cove, L. L; 
the Milford (Conn.) shopping cen- 
ter; at 10 East 14th St., Manhattan, 
and on the highway (Route 18), at 
East Brunswick, N. J. 

o e o 


Shoe Fair, Inc., has opened a 
fourth store in the Baltimore area, 
this one like the others a self-ser- 
vice store carrying a complete line 
of shoes for the family. Larry 
Gaines is manager of the new out- 
let, which is in a big, new shopping 
center on the western edge of the 
city. 

e * a 

Edison Brothers Stores has added 
two units a continent apart: a 
Leed’s in the El Cerrito, Calif., 


shopping center, and a Baker’s at 
Jamaica, L. I. The Leed’s, with 
4500 square feet of floor area, is 
designed in the “casual suburban 
manner” with the facade in pink 
ceramic tile. Overhanging windows 
rest on piers with pink mosaic tile 
facing. Wallace A. Legault is man- 
ager. 

At the new Baker’s, managed by 
Isaac J. Moran, the selling area 
measures 7000 square feet and the 
facade is of white statuary marble. 
The L-shaped, overhanging win- 
dows have a blue mosaic tile base. 

7. a o 

When Noshay’s lost its lease 
after 29 years at the same location 
on Joseph Avenue in Rochester, 
N. Y., the store simply moved next 
door. The new store, which was re- 
modeled, is twice as long and has 
a modern brick front, according to 
owner Benjamin Noshay. 

e - oe 

A shoe supermarket, Jems Family 
Shoe Center, Inc., has opened in 
Cincinnati, O., at 4430 Reading Rd. 
Edward P. Roll, who heads the op- 
eration, said the store will have a 


staff to assist in fitting when 








CONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 
and day. 


ROTO-LOK 
© INSERT 


SASS 


EQUINO-VAR 
TRaoe mae Rie 


MANUFACTURED EXCLUSIVELY BY 
R. J. POTVIN SHOE CO., BROCKTON, MASS. 


Distributor of Fillauer clamp-type night braces. 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 
the position the doctor 


desires. 


BAR INTERCHANGEABLE 
WITH FILLAUER CLAMP 
PROTRACTOR TYPE OR RIVET-ON BRACE 
EMBOSSED ON 


SOLE OF SHOE 
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needed. The shoes will be on open 
display on metal racks. 


Adds Children’s Department 


A separate shoe department for 
children of all ages has debuted 
on the sixth (children’s) floor of 
the L. Strauss and Company down- 
town store, Indianapolis, Ind. A 
limited stock of boys’ footwear has 
previously been carried in the 
men’s department. Now the new de- 
partment stocks infants’, boys’ and 
girls’ lines. A merchandising fea- 
ture: girls’ purses were displayed 
with girls’ shoes to tie in with sales 
elsewhere on the same floor. 

Mrs. Claudine Linville has joined 
the store to head the department. 
Charles Winter, buyer for the 
men’s shoe department, is also 
buyer for the new department. 
There will be a similar department 
in Strauss’ Glendale store at a shop- 


ing center. 
ee es 4 


Crown Self-Service Shoe Centers 
undertook “a major expansion pro- 
gram” in the Chicago area with the 
opening of stores last month at 
6225 W. Cermak, Berwyn; 5930 N. 
Broadway and 3569 W. Fullerton. 
Now the chain has 14 outlets in 
that area, all opened in the past 


two years. 
* * om 


The sixth store of the Pic ’n Pay 
shoe supermarket chain has begun 
operations in Winston-Salem, N. C., 
in a 60 x 60-foot building which 
formerly housed a self-service food 
store. It’s open from 10 a.m. to 10 
p.m. six days a week, reported Man- 
ager Paul Williams. 

a e e 
The G. R. Kinney chain has 


moved into two suburban shopping 
centers at Oklahoma City, Okla. 


Prizes and special sales marked the 
opening. Managing the units are 
Jack C. Walton and Floyd E. 
Stoecker. 

e e * 

Karl’s Shoe Giant warehouse 
stores have opened four self-service 
units simultaneously in Phoenix, 
Ariz. There were about 400,000 pairs 
on open shelves for the opening. 
The company, which operates some 
400 similar stores in the West, 
claims that the shoes for the three- 
day opening sale were the largest 
number ever offered to the public 


in Arizona by a single company at 
the same time. 

There were 1300 styles in men’s, 
women’s and children’s shoes from 
which to choose. Customers were 
given shopping bags and allowed to 
wait on themselves. 


Westchester Junior Bootery has 
moved across the street and opened 
a new, larger store at 9142 S. 
Sepulveda Blvd., Los Angeles. The 
Bootery sells only the Pied Piper 
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THE LINE WITH THE FUTURE FOR YOU 





for yourself." 


EPHRATA 








Everyone in Dover, Del., Knows 


He started business in Dover in 1952. Today he 
serves a trading area with a radius of 50 miles. He sells 
Ephrata Juvenile shoes and promotes them vigorously over 
his own brand name. He is successfully demonstrating that 
juvenile shoe selling is service selling at its highest level. 

That's why the merchants who sell Service and back 
it with Quality make names for themselves so quickly. 
That name is valuable and their personal property too. 
No one can ever take it — 

Let Ephrata show you 


SHOE COMPANY 


WALTER KENNETT 


He Built 

A 

Juvenile 
Business On 
His Own 
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NAMES THAT MAKE THE STRONGEST 


DESCO SHOE CORPORATION 209 W.33rd St., New York, N.Y. 


REX SHOE CO., INC. (A subsidiary of Desco) 





e What's New 
Molded Construction 
In ISCO Work Lines 


ST. LOUIS—International Shoe 
Company will introduce six shoes of 
molded construction in its fall lines 
of service footwear, which general 
line salesmen will begin carrying 
early in April. All of the shoes have 
one-piece soles and heels shaped and 
molded directly to the leather uppers 
by hydraulic pressure and heat. 

Three of the shoes, a _ plain-toe 








This work shoe, a cork-soled blucher, is 

one of the molded-construction models 

which International Shoe will introduce 
in service footwear lines for fall. 
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blucher oxford, a six-inch service 
shoes and a 10-inch boot, have oil- 
resistant cork soles and heels. They 
will retail in the $8.50 to $12 price 
range. 

Also in the line are an eight-inch 
and a 10-inch boot, and a six-inch 
shoe, all of fully waterproof con- 
struction. The molded gum soles 
provide a waterproof bond to the 
uppers, and all needle holes and 
seams are sealed with a self-vul- 
canizing adhesive. The new water- 
proof patterns are designed particu- 
larly for hunters and sportsmen. 


Synthetic-Fiber Felt Offered 
As Material for Shoe Linings 


NEW YORK—A non-woven felt 
made of synthetic fibers has found 
preliminary application as a mate- 
rial for boot and shoe linings, its 
producers say. 

Known as Troyfelt, the material 
has been developed by Troy Blanket 
Mills of New York. After two years 
of field and laboratory testing, the 
product is being offered in commer- 
cial quantities in a variety of widths 
and a range of thicknesses, densities 


and permeabilities. 

“Because Troyfelt is not affected 
by moisture and is highly resistant 
to abrasion, and because of its 
smooth uniform finish,” said a com- 
pany spokesman, “it resists the rig- 
ors of daily use while providing the 
necessary comfort.” In addition, the 
spokesman stated, the material will 
not support rot, mildew or bacterial 
growth. 





Flattie with Cushion Insole 





New women's Tyrolean-brand fiattie from 

Dunham Brothers Company, Brattleboro, 

Vt., has upper of exclusively tanned Ty- 

rolean glove leather and lining of full 

glove leather. The shoe has a special 
cushion insole feature. 
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VOLUME AND PROFIT IMPACT! 


Shoes that are loaded with Style Appeal, packed with Value, priced for Volume and promoted with 
Power. See them at the St. Louis Shoe Show in Rooms 450-452 at the Jefferson Hotel. And in our show- 
rooms during the Popular Price Shoe Show in New York May 3-7. 


Men’s ‘Swagger Boot’ 


. Hh 





Swagger Boot with Ripple Sole, “de- 
signed with the indoor-outdoor man in 
mind,” is an addition to the lines of L. B. 
Evans’ Son Company, Wakefield, Mass. 
Available in burnt walnut with specially- 
developed felt pad tongue. Sizes 6-13, 
B, C and D widths. About $15.95 aft retail. 





New Patent Leather Buffing 
Wheel Developed by Pierce 


BROCKTON, MASS.—The C. S. 
Pierce Company has developed a 
semi-soft base patent leather buff- 
ing wheel which it claims will in- 
crease the rate of shoe repair and 
thus lower repair costs for manu- 
facturers. 
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The wheel is designed for use 
before soles are laid, while the shoe 
is still on the last, in repairing 
cracked or checked area prior to 
spray or finger repairing. Making 
up the buffing wheel, according to 
John Berglund, president of the 
company, are a wooden core, a 
semi-soft sponge rubber base and 
voven abrasive cover. 

Advantages of buffing before 
soles are laid are numerous, the com- 
pany said. 


High-Grade Children’s Line 
Introduced by International 


ST. LOUIS—A new line of high- 
grade children’s shoes to be known 
as Vita Poise has been announced 
by John W. Hill, Jr., marketing 
manager for juvenile and teenage 
footwear at International Shoe Com- 
pany. 

Some 45 patterns and approxi- 
mately 86 stock numbers are dis- 
played in the line’s new catalog. 
The shoes available on an in-stock 
basis will be carried by Interna- 
tional’s general line salesmen in the 
larger metropolitan areas. A seg- 
ment of the line includes feature 


shoes with extended counters and 
Thomas heels. 

Mr. Hill pointed out that intro- 
duction of the Vita Poise group was 
prompted by “an increased demand 
by parents for an upgraded chil- 
dren’s shoe.” Retail prices range 
from $6.95 to $10.95. 





Over-the-Shoe Boot 





Cold weather boot called Snow Bucks 
has been introduced by B. F. Goodrich 
and Hood Footwear Products, divisions 
of The B. F. Goodrich Company, Water- 
town, Mass. Upper is a water-repellent 
nylon suede with deep pile lining for 
warmth. A feature is brass hook-eye 
lace closure. Available in women's sizes 
4-11 in camel tan, red and black. 
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St. Louis Store Promotes 
Shoes in Color-Page Ads 


ST. LOUIS—A St. Louis depart- 
ment store has gone into full-page, 
full-color advertisements to promote 
spring shoes through the St. Louis 
Post-Dispatch Sunday editions. 

Scruggs Vandervoort Barney, 
with one downtown store and two 
major suburban branches, took a 
full page one week to play up the 
fact that it had added Panorama 
Shoes, International Shoe Com- 
pany’s new high-style line, to its 
fashion brands. 

The following Sunday Vander- 
voorts used another full-page shoe 
ad, picturing a Vitality tie-pump in 
five shades under the caption “Color 
Bright Americana, A New Fashion 
Way of Life.” The Plaza calf Amer- 
icana pump with Deldi suede saddle 
and elastic tie was shown in moon- 
green, deauville blue, mignonette 
green, coral, and praline with 
nougat calf. 

The ad tied in to storewide pro- 
motion of bright colors for spring 
fashion attire. 


e Obituaries 


Frederick Collier, Former 
Head of Trade Publication 


BRAINTREE, MASS.—Frederick 
A. Collier, 69, well known in the 
shoe and leather industry through 
his associations with trade publica- 
tions, died March 10 following a 
heart attack at his home here. 

Mr. Collier joined the staff of The 
Shoe and Leather Reporter in 1911 
as a commercial artist and rose to 
become president of that publica- 
tion. Recently he had been associ- 
ated with American Shoemaking, an- 
other industry paper, and The 
Baker’s Review. 

Surviving are his widow, Gladys 
K.; a son, Winslow D.; a sister, 
Mrs. Mae Chapman, and two grand- 
sons. 


ALEXANDER A. EPSTEIN, 70, 
who retired in 1955 after many 
years as a shoe manufacturer’s rep- 
resentative, died of coronary throm- 
bosis, March 6 at Daytona Beach, 
Fla. Mr. Epstein represented Park- 


hill Shoe Company for 18 years in 
the Southeast, Southwest and Mid- 
dle West; Longini Shoe Company 
for 10 years in the Southeast, and, 
more recently, Max Beckerman and 
Company for many years in the 
South. Surviving are his wife, 
Jeanette; two daughters, Mrs. 
Emanuel J. Moskowitz and Mrs. 
Stanley Blum, and four grandchil- 
dren. 


JOSEPH A. COLEMAN, SR,, 
owner and operator of the former 
Cohoes Wood Heel Company, Co- 
hoes, N. Y., died recently. The bus- 
iness, established in 1938, made 
wooden frames for the heels of wo- 
men’s shoes. 


PAUL D. EARL, 61, a retired 
shoe manufacturer from Malone, 
N. Y., was killed March 1 in an 
auto accident near Cuernavaca, 
Mexico. His wife, Gladys, was in- 
jured. Mr. Earl retired from busi- 
ness in 1944 and moved his perma- 
nent home to Virginia Beach, Va. A 
daughter, Mrs. W. E. Kiess, and 
four grandchildren also survive. 
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The profitable answer (if you ORDER NOW) 
“Of course! It's Treadeasy’s smart new 
flat in soft Italian leathers . . . on a last 
fashioned for superb fit by our styling 
experts . . . and featuring the popular 
spring-action of. . . 


‘The Shoe that Walks for You’*” 


Ripple Sole Corp 







It could be YOURS. 


Write for Catalog: 






In Stock 
Italian Leathers: 
Olive, black, red. 

Calf: White. 
ofbuck: Black, grey.  P, W. MINOR & SON, INC. 

Batavia, N. Y. 


P.P.S.S.A. Room 946 Marbridge Building 


Z\ It’s OUR outstanding style. . . 








Your Yotden Copertunity 


FALL FOOTWEAR MARKET WEEK 





IN LOS ANGELES, CALIF., MAY 17, 18, 19, 20, 1959 
ALEXANDRIA AND BILTMORE HOTELS 
@ —— FOR RESERVATIONS —— @ 
DAVE KLINESMITH 
Executive Secretary-Treasurer 
ALEXANDRIA HOTEL 
210 W. 5th St. ¢ LOS ANGELES 13, CALIF. © MA 9-2627 
New Home of the West Coast Shoe Travelers Associates 
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DAVID RICHARDS, 83, former 
manager and buyer of the men’s 
department in Lustig’s Shoe Store, 
Youngstown, O., died March 8 of 
peritonitis. Mr. Richards, who 
joined the firm in 1900 as a part- 
time salesman on Saturdays, be- 
came known to many of Lustig’s 
customers during more than 56 
years with the store. He retired 
in 1956. Besides his widow, Ella, 
he is survived by a daughter, Mrs. 
Margaret Gottron; a brother, two 
sisters, three grandchildren and 
four great-grandchildren. 


FRANK J. CASEY, shoe depart- 
ment manager for the Harvard Co- 
Operative Society in Cambridge, 
Mass., died recently following a 
long illness. Prior to becoming as- 
sociated with the Cambridge store, 
he had been manager of the men’s 
shoe department for the Thayer 
McNeil Company of Boston for more 
than 20 years. He resigned this po- 
sition following a change in the 
store’s ownership about three years 
ago. 


ARMAND A. LEGENDRE, SR., 
58, manager of the shoe department 
of Labiche’s, Inc., New Orleans, 
La., and also treasurer of the firm, 
died March 11 of a heart attack. 
He and Albert V. Labiche, Jr., es- 
tablished the Labiche & Legendre 
General Store in New Orleans in 
1929. In 1936 the shoe business was 
incorporated with Labiche’s, Inc. 
Mr. Legendre is survived by his 
widow, a son, three sisters and a 
brother. 


GEORGE BEAN, 72, a specialty 
engineer for the United Shoe Ma- 
chinery Corporation for 43 years 
until his retirement three years 
ago, died March 10 at his North 
Hanover, Mass., home. He served in 
the Navy in World War I. Mr. Bean 





is survived by his widow, Maude 
L.; two daughters, four sisters and 
a brother. 


CHARLES B. SPALSBURY, 72, 
a retired Missouri shoe manufac- 
turer, died March 6 in Boynton 
Beach, Fla. A one-time vice-presi- 
dent of Johnson, Stephens & Shin- 
kle Shoe Company, St. Louis, he 
organized the Spalsbury-Steis Shoe 
Company, Fredericktown, Mo., in 
1936. He was chairman of the board 
of directors of this firm until he 
sold it to Brown Shoe Company in 
1950 and retired. Surviving are his 
widow and a sister. 


MARTIN H. SAMUELS, 60, owner 
of Samuels Shoe Store in New 
Haven, Conn., died suddenly March 
3 at Miami Beach, Fla. He was a 
specialist in orthopedic footwear. 
Surviving are his widow, Mrs. Belle 
M. Samuels, and two daughters, 
Mrs. Helene Elfman and Mrs. 
Myrna Heller. 


WILLIAM E. HARWOOD, retired 
office manager for the United Shoe 
Machinery Corporation, Boston, 


died recently at his Arlington, 
Mass., home. He had retired in 1955 
after more than 40 years with the 
company. His widow, Isabel, and 
two sons, Albert W. and Edward A., 
a Marine Corps major, survive. 


MRS. JENNIE W. VON BEHREN, 
wife of Charles H. Von Behren, 
veteran shoe traveler in the Moun- 
tain States area, died March 4 at 
her home in Denver. She had 
traveled with her husband for more 
than 40 years and was a member of 
the Mountain States Shoe Travelers 
Auxiliary. In addition to her hus- 
band, who represents Phyllis Shoe 
Company, Sherman Bros. Shoe Man- 
ufacturing Corporation, Monarch 
Youngsters Shoes and Mond! Manu- 
facturing Company, two sisters and 
two brothers survive. 


JOHN BLAIR MOFFETT, 73, 


secretary and a director of the 
Chilton Company, publishers of 
BooT AND SHOE RECORDER, died 


March 8 at Bryn Mawr, Pa. Mr. 
Moffett, senior partner in a Phila- 
delphia law firm, is survived by his 
widow, Elsie, and six sisters. 
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BABY SHOES 


Day’s IDEALS.. 











A great NEW potential market for your infants’ footwear depart- 
ment every 12 months, SELL the cream of this market with Mrs. 
. first choice of mothers for 57 years. Always 
BEST in baby footwear for STYLE, QUALITY, sound SHOE- 
MAKING methods, built-in FLEXIBILITY and perfect FIT! 
Stock and display IDEAL BABY SHOES in ’59... Ideals will 
speak for themselves and for you, too! 





(optional ) Style No. 68 
Pep ae 
7 ite, Pink, Blue Broadcloth. i : 
cecal ilianane=as Whee Broaicet Rs. DAY'S C¥AeAL BABY SHOE CO., INC. 
™ with edges to match. Beauufully DANVERS, MASSACHUSETTS 
General Split Corp. ag eer 71 WEST 35TH ST 924-A MERCHANDISE MART 6-104 MERCHANDISE MART 
. . oe yw ay = NEW YORK 1, N.Y CHICAGO 54, ILLINOIS DALLAS, TEXAS 
% Milwaukee, Wis. Sizes: 0 to 2. 
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Trends for 
the Younger Set 

(CONTINUED FROM PAGE 47) 
one, as well as to a doting mother. 
New and wonderful offerings: dainty 
eyelet cutouts in pastel leathers . 
pearl button trims on T and ankle 


straps ... tiny bows... red patent 
. red velvet . . . gold, pink and 
blue stardust kid . . . black patent 


and nylon velvet as well as white. 

FOR YOUNG MISSES OFF TO 
SCHOOL: cement constructed cas- 
uals will be in demand because they 
are lightweight. However, there is 
a strong indication that welts are 
bouncing back . . . new tapered lasts 
and more delicate straps and treat- 
ments give this trend momentum. 
Losses are in the classic loafer and 
saddle families. 

Typical of what girls will want 
are U-throated or vest fronted ox- 
fords combining two-tones, two tex- 
tures ...low T straps in grained or 
smooth leathers ... ghillie ties... 
wide instep straps with concealed 
gores and button trims .. . metallic 
trims ... crepe soles . . . nylon vel- 
vet in black, red and gray 
brushed leathers in beige, gray, red, 
green and pottery tones . . . black 
and gray suede . . . glove leathers in 
black, gray and red. 

FOR LITTLE GIRLS ON THEIR 
WAY TO A PARTY: pumps regain 
their top position as front straps de- 
cline slightly. Detachable T’s and 
lowered versions of the T remain in 
the picture but the fashion emphasis 
is on instep straps . . . asymmetric 
in cut with adjustable buckles. 

Detailing is all-important to the 
pump story. Some have higher rid- 
ing throatlines . . . via ruffled inserts 
that stand up from the throatline 

. scalloped inserts rising out of 
slotted vamps . . . tongues and buc- 
kles .. . long peaked vamps that turn 
back jester-like, finishing with a 
dangling ornament. Other pumps 
depend upon dimensional bows, in- 
terchangeable bows, bright nailheads 
and rhinestones for trim. 

In lasts, the tapered toes remain 
volume. Some firms will be offering 
new, more pointed toe lasts . . . while 
at the high-fashion level a new sculp- 
tured last looms as a trend to watch. 
This tapered, oval toe is gently 
walled and has a flat-top look. The 
square-toe continues, but is re- 
portedly diminishing at the top fash- 
ion level. 

Black nylon velvet and black patent 
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vie for top-selling honors. However, 
black suede is not to be ignored... 
there are some shoes that just look 
their best in this old-time favorite. 
Other colors and materials to be con- 
sidered for most buys include black 
raspberry, red and copper patent 
leather . . . red, navy and brown 
nylon velvet . . . red and black kid- 
skin. For special promotion there 
are several offerings . . . lusters in a 
range of colors . . . genuine lizards 
. . . pastel velvets . . . and synthetic 
fabrics of nylon and vinyl. 

FOR LITTLE MEN: really BIG 
news ... in B. & B. (Brown and 
Black), a fresh color promotion. The 
B. & B. look is achieved two ways 
... Shadow antiquing on ivywood or 
coffee . . . or actual combinations of 
brown with black (a brown shoe 
with black plug, laces and sole edg- 
ings). 

More top news . . . tapered squared- 
off toes . . . single and double swirl 
effects . pillow embossed and 
stitched effects for plugs . . . Velcro 
fasteners that magically pull apart 
and close by hand-rubbing of the 
fabric . . . and the Swiss influence of 
styling characterized by lightness 
and the use of soft mellow leathers 
with a broadtail grain. In addition 
to B. & B., brown alone is slated for 
promotion . . . Java, True Brown, 
Mavarick Brown are but a few of 
the tones mentioned. 





Retail Trade News 

(CONTINUED FROM PAGE 77) 
agree that even if their sales have 
not spurted quite that much, at 
least they are considerably im- 
proved. 

The owner of a well-established 
women’s shop, who makes a week- 
by-week sales comparison with the 
previous year, said his business for 
most of 1959 had been “substan- 
tially” better. He quickly pointed 
out that the early Easter would 
cost him at least one week of good 
sales, however. 

Another result of Easter’s com- 
ing in March this year has been 
the added demands on the shoe re- 
tailer’s advertising budget. Even 
if the weather did not always sug- 
gest that spring was close at hand, 
shoe men had to begin pushing 
their new lines of shoes. 

If there is an exception to the 
general improvement in shoe sales, 
it rests with the men’s lines. Ac- 
cording to several managers, men’s 






sales have been only fair in sub- 
urban stores even though good in 
downtown shops. 

Nobody went so far as to call it 
a trend, but several buyers men- 
tioned that black calf is attracting 
more male buyers this spring. 

For women, black patent models 
seem to be most in demand among 
fashion shoes. Black, red and navy 
calf in the basic lines also are mov- 
ing well. Deldi suede in such colors 
as bone, pink, greens and several 
blues likewise is popular. 

Pointed toes still are preferred 
whether the lady wants a medium 
or a high heel, shoe men report. 

In girls’ lines, there have been 
relatively few calls for whites. 
Shoe men sensed this would be the 
case and did not crowd their stock- 
rooms with this shade this early 
in the season. Vanilla ice is a pop- 
ular color with teenagers and black 
patents in a number of styles. 


Good Weather Stimulates 
Detroit Easter Sales 


REASONABLY pleasant weather 
during March stimulated a period of 
sales activity, with gradually in- 
creasing pre-Easter business. Al- 
though it is still too early for com- 
plete statistics on Easter sales, the 
majority of shoe retailers indicate 
that total sales figures will be 
ahead of last year. 

Newspaper advertising of spring 
shoe promotions has been heavy, 
with emphasis on new styles, colors 
and materials. In an unusually at- 
tractive full-page institutional type 
ad, Hughes & Hatcher effectively 
presented six “famous name” men’s 
shoe lines carried by the store. 

In the women’s fashion lines, 
Deldi suede held number one sales 
spot—at all price levels, and in all 
heel heights. Still preferring the 
closed, tapered pump, women were 
buying Deldi suede most readily in 
the off-white tones, light greens 
and Bellini blue. As a color promo- 
tion, the J. L. Hudson Company ran 
a half-page ad on the theme “59’s 
fleet feet choose Bamboo Beige for 
their go-with-everything shoes.” 

Black patent was second in wo- 
men’s dress shoe sales, again with 
the preference for closed pumps. 

Although the pump ranks first in 
style choice, the short T-strap is 
second and is preferred on an 18/8 
heel. 
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e About Shoe People 


Henry W. Lambrecht, president 
of the Dixon-Bartlett Company, 
Baltimore, makers of women’s 
shoes, was honored by his associ- 
ates on his 40th anniversary with 
the firm. In ceremonies at the plant, 
employees gave him a bronze plaque. 


Chalmers W. Chassereau has been 
appointed manager of the biggest 
of the 12 Wyman stores in the Bal- 
timore area. A shoeman for two 
decades, he had been managing 
salons in Florida for the past sev- 
eral years. 

oa om * 

John G. Kish has been appointed 
treasurer of H. Childs & Company, 
Inc., Pittsburgh, operators of Key- 
stone Shoe Stores, Inc., Fort Pitt 
Shoe Stores, Inc., and Southern 
Shoes, Inc. He succeeds William 
Creighton, who died recently. 


Alfred Benjamin, Irving Adamsky, 
Nathan Bacine and Julius Teitel- 
baum have been promoted by the 
A. S. Beck chain to posts as store 
managers. Mr. Benjamin will man- 


age the Newark Avenue store in 
Jersey City, N. J.; Mr. Adamsky, 
an Astoria, L. I., unit; Mr. Bacine, 
the Kings Highway, Brooklyn, store, 
and Mr. Teitelbaum, a Flushing, 
L. I., unit. 


Martin F. Rockmore, president of 
The Rockmore Company, Inc., fabric 
convertors and distributors; vice- 
president of Wavershoe Trimming 
Company and president of Colum- 
bia Sales Company, all of New 
York City, has been promoted to 
colonel in the U. S. Marine Corps 
Reserve. 

e e e 

George L. Smith, president of G. 
R. Kinney Corporation, has ac- 
cepted an appointment as chairman 
of the boots, shoes and slippers di- 
vision for the New York Red Cross 
Chapter’s annual fund campaign. 

* * e 

Wendell L. Hunter has_ been 
named buyer of women’s and chil- 
dren’s shoes at Hens & Kelly, Inc., 
Buffalo, N. Y., department store. He 
succeeds the late Jess Fridman. 


Lester Freyenhagen was asso- 
ciated for 22 years with Sosner’s 
Family Shoe Store, on Main Street 
in Springfield, Mass. The store 
closed last year. Now Mr. Freyen- 
hagen has opened a family shoe 
store of his own on the same site. 

a * es 

Don Rossi has been appointed 
manager of the Mary Jane Shoe 
Store, 200 Westminster St., Provi- 
dence, R. I. Previously he managed 
company stores in Richmond, Va., 
and Miami, Fla. 

a = . 

Clyde Wright, assistant manager 
of the Thom McAn store in Ports- 
mouth, O., has been promoted to 
manager of the company’s outlet in 
Lima, O. 

* - — 

Bernard Blaine is the owner of 
Blaine’s Bootery, a family store 
which opened recently in a new 
shopping center at Meadowdale, III., 
a suburban development 40 miles 
from Chicago. He was formerly as- 
sociated with Peters Shoe Store in 
the Lincoln Village Shopping Cen- 
ter, and with Max Berger Shoes, 
both of Chicago. 

(CONTINUED ON NEXT PAGE) 
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NEW! Sensationally Different! 
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CCI cushions 


See, feel these new cloud-soft, resilient, feather-light, shock-absorb- 
ing VI-FOAM Heel Cushions of Dr. Scholl's, with silky-smooth 
Lustrol top. You’ll marvel, because VI-FOAM, to begin with, con- 
tains NO rubber, yet is lighter, more cushioning than rubber. Absorbs 
the shock of each step. Never anything like it for sore heels and for 
those who enjoy a soft bed for the heels to rest on. Wrapped in 
| cellophane. Wholesale $4.80 dozen pairs. Retail 60¢ pair. 
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Write for FREE sample pair. 
Mention size wanted and 


Packed in attractive 
Counter Dispenser 
holding 3 dozen pairs 
in assorted sizes and 
colors for women and 


if for man 
or woman. 








men. $14.40 
Sizes: Women’s, 4-5, 
6-7, 8-9. Men's, 8-9, 
10-11, 12-13. 
Colors: Blue, Pink, 
White, Brown, Gray, 
Beige, Black. 


ORDER NOW! 
The Scholl Mfg. Co., 
Inc. 

Chicago 10, Ill. 
New York 11, N. Y. 
Los Angeles 58, Cal. 





¢ About Shoe People 
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Jack West has been named shoe 
buyer for Herpolsheimer Company, 
Grand Rapids, Mich. For the last 
four years he has been in charge 
of shoe merchandising for a Bloom- 
ington, IIl., store. 

. e e 

Marshall D. Bentley has been 
promoted to buyer of women’s shoes 
at John W. Thomas & Company, 
Minneapolis, Minn., replacing Jack 
Lee. Mr. Lee has been named gen- 
eral manager of Napier’s, a spe- 
cialty shoe store. 

= s 7 

George W. Lawson, a member of 
the general executive board of the 
Boot and Shoe Workers’ Union, 
AFL-CIO, for 35 years, has re- 
signed. Mr. Lawson, who is 83, has 
spent most of his life in the ser- 
vice of the labor movement. Elected 
to succeed him was John E. Mara, 
regional director of the union’s St. 
Louis area. 

s e 

Harry Walters and John Wilker- 

son, operators of a jewelry store in 


Macon, Ga., have acquired the 
Macon Fortune Shoe Store. It will 
feature men’s and boys’ footwear. 

Joe Beasley has purchased the 
Cook & Love Shoe Store, Memphis, 
Tenn., from Curt Raines. Formerly 
Mr. Beasley was a shoe department 
buyer for Levy’s Department Store 
in Houston. 

an o a 

Bill Patrick, co-owner of Patrick’s 
Shoe Stores, Englewood and Den- 
ver, Colo., has been elected a direc- 
tor of Englewood Chamber of Com- 
merce. 

Sam Sullivan, Laredo, Tex., shoe 
retailer, is a member of the ar- 
rangements committee for the 1959 
Bal de Paris, to be held in Wash- 
ington, D. C., April 18. Mr. Sullivan 
has been named program sponsor 
for the evening’s entertainment at 
the affair, a social function com- 
memorating American friendship 
for Paris, France. 

o * 7. 

Ludwig Rettedal has purchased 
The Bootery, at Scotland, S. Dak., 
from Albert Bertrand. The new 


owner has been manager of the 
Outlaw Trading Post shoe depart- 
ment, Winner, S. Dak., for over four 
years. 
a ~ a 

Arthur Sbicca, of Sbicca of Cali- 
fornia, El] Monte, Calif., announced 
plans for a trip to Florence, Italy, 
to check over the company’s fac- 
tory there. The plant is to be in- 
creased in size. 


Hy Nieman, a veteran of 15 years 
in the shoe industry, is opening a 
new business, Nieman Shoe Com- 
pany, at Culver City, Calif. He will 
act as a jobber for Mexican im- 
ports, including all-leather flatties, 
and he expects to add a few eastern 
lines. Later he may include Japan- 
ese imports in his lines. 

a a s 


Frank Parra, a veteran‘ of 25 
years in shoe retailing, is managing 
a Bremerton, Wash., family shoe 
store opened recently by Vogue 
Bootery, Inc. The corporation, with 
Mr. Parra as president, plans a 
number of establishments in the 
Puget Sound area. 
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PLATTOE LAST 
4020—The JANUS Tie 


14/8 Wood Kantscuff Heel 


All over white crushed kid 
Six-eyelet tie 
Long inside counter 


Also available in 
Cottonwood— 
Style 4029 


: by 
ICINNATI 23, OHIO 


SIZES IN STOCK 
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SOMETHING NEW 
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STYLE 1154 
577 Last 


New slenderized last... 
smart styling... 
fort construction... 


BLACK 
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Cushionized com- 
hard-to-find sizes. 


SIZES STOCKED 
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‘Working Show’ Preferred: 
Coast Group to Drop 


‘Extras’ at Fall Mart 


LOS ANGELES — West Coast 
Shoe Travelers’ Associates is using 
the findings of a recent question- 
naire survey as a guide in planning 
the annual Fall Shoe Show. It will 
be held at the Alexandria and Bilt- 
more Hotels, May 17 to 20. Theme 
will be “Silver Anniversary—Golden 
Opportunity!” 

“The show will be different this 
time,” says Dean Phipps of Tweedie 
Footwear Corporation, chairman. 

“About two months ago we sent 
out questionnaires asking what the 
salesmen and buyers would like to 
have at their shows. The cards re- 
turned showed they wanted a work- 
ing show. They wanted no evening 
dinners, no speakers, no breakfasts, 
no queen, no entertainment, just to 
come to the show and see the mer- 
chandise. However, they did want 
the ‘Peek-a-Boo Room.’ If this is 
what they want, it’s what they’ll 
get.” 

In the “Peek-a-Boo-Room,” sam- 
ples from all exhibitors are dis- 
played. 

“We do plan to have buffet-style 
luncheons for the accommodation 
of the salesmen and their custom- 
ers,’ Mr. Phipps added. “My turn 
as chairman should be very easy,” 
he remarked, “without all the extra 
things to see to that my predeces- 
sors had.” 


Shoe Executives of Maine 
Hear Governor Clauson 


AUGUSTA, ME.—Governor Clin- 
ton A. Clauson, guest speaker at a 
dinner meeting of the Associated 
Shoe Executives of Maine, saluted 
the state’s shoe workers as crafts- 
men who turn out a product “head 
and shoulders above anything else 
in its field.” 

Head table guests included Philip 
Rounds of Gardiner, association 
president; Charles Murray of Wil- 
ton, secretary-treasurer; Robert 
McDonald of Skowhegan, second 
vice-president; and Henry Douglas 
of Wilton and Ray Watts of Gardi- 
ner, past presidents. 
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JS&S Buys Matrix Brand from Palizzio 


ST. LOUIS—The Matrix line of 
women’s shoes was added to the list 
of brands coming out of the St. 
Louis area when Johnson, Stephens 
& Shinkle Shoe Company bought 
the Matrix name, lasts, patterns, 
dies, trademark and goodwill. 

Arrangements for the purchase 
of Matrix, women’s comfort type 
footwear, from Palizzio, Inc., of 
New York, were completed last 
month. According to McLeod Ste- 
phens, JS&S has set up a new 
Matrix division to handle the added 
line. David S. Miller, former vice- 
president of Palizzio and sales man- 
ager of Matrix, has been named 
sales manager of the division. He 
will make his headquarters at the 
JS&S offices in St. Louis. 

Matrix shoes will be produced 
here through JS&S’s regular manu- 
facturing facilities. It is expected 
that the lasts and dies will be 
shipped to St. Louis by April 15, 
following completion of Matrix 
shoes currently in process in the 
East. 

Mr. Stephens said the newly 
added line will be on display at the 
St. Louis Shoe Show. Samples have 
been made up for the fall showing. 
Under JS&S production, he said, 


the retail price of the line, cur- 
rently $21.95 to $24.95, will prob- 
ably be cut to a more popular- 
price level, approximately $16.95 to 
$19.95. 


Swan Shoe Co. to Exhibit 
At American Fair in Moscow 


WASHINGTON, D. C.—Swan 
Shoe Company, Inc., of Baltimore, is 
the first U. S. footwear manufac- 
turer to sign with the Government 
for the showing of its products at 
the American fair in Moscow this 
summer. Swan, which makes leisure 
footwear, is one of 128 U. S. manu- 
facturers from 16 states supplying 
products for the U. S. exhibition. 
Other footwear manufacturers are 
expected to participate. 

The complete list of participating 
firms is not yet final, according to the 
U.S. Office of the American National 
Exhibition in Moscow, the official 
government agency in charge of the 
fair. 

The exhibition will open in July 
and run for several weeks. The 
Soviet government, meanwhile, is 
planning a similar exhibit of Com- 
munist goods to be displayed this 
summer at the New York Coliseum. 





Touring ‘Space Man’ to Promote Sales for Mishawaka 


MISHAWAKA, IND.—Mishawaka 
Rubber Company, Inc., has recog- 
nized the arrival of the space age 
by building its 
latest promotion § 
around a space 
man in a bubble 
helmet. 

“Commander 
Jets, the Red Ball 
Jets Space Man,” is 
slated to promote 
the company’s can- 
vas footwear line 
this spring in some 
100 retail stores & 
all over the U. S. “Commander Jets" 
Among the first on his itinerary 
were Pfeifer’s of Arkansas, Little 
Rock; May D & F, Denver; Jordan- 
Marsh, Miami, and the Boston 
Store, Milwaukee. 


Calculated to appeal to the 5 to 
12 age group, “Commander Jets” 
arrives in a city by limousine, plane 
or helicopter, and proceeds to his 
store headquarters. He greets chil- 
dren and parents in the stores, and 
makes appearances in nearby shop- 
ping areas to encourage children 
to visit the store. 

Plastic, miniature live-action mis- 
siles will be awarded at each partici- 
pating store. 

Television appearances by Com- 
mander Jets are also planned. 

Explains R. T. Clark, advertising 
and sales promotion manager for 
Mishawaka, “It is our feeling that 
the current emphasis on_ space 
travel and the space age in general 
makes such a promotion an atten- 
tion-getting and sales-building one 
for retailers.” 





Snakebite-Proof Leggings Produced from Aluminum 


ARCADIA, FLA.—A Florida shoe- 
maker has come up with a boon to 
huntsmen — lightweight aluminum 
leggings that appeal to foresters, 
surveyors and those intrepid explor- 
ers contemplating safaris into the 
world’s uncharted jungles in search 
of big game. 

Made by Alvie Twiss in his mod- 
est shop here, the leggings are said 
to be like no others marketed. No 
less a dealer than the storied Aber- 
crombie & Fitch Company store in 
New York has accorded them a 
hearty welcome. 

The leggings, tubular creations of 
lightweight aluminum, arose out of 
the need of Mr. Twiss’s cowpoke cus- 
tomers in this cattle country for pro- 
tection against the deadly reptiles 
that infest the high grass and pal- 
metto growth extending from Ar- 
cadia to the Everglades. 

Because of their smooth finish, the 
metal leggings will not snag or slow 
down the wearer. Unlike conven- 
tional canvas leggings, they don’t 
absorb moisture from rain-soaked 
jungle undergrowth, thus they don’t 
get heavier as do their canvas 
counterparts. 

Mr. Twiss, a _ veteran hunter, 
boosted his product by wearing a 
pair of his leggings to a rattlesnake 
exhibit and letting several of the 
deadly vipers strike his legs with 
their darting fangs. The reptiles 
broke off their fangs against the 
metal; Mr. Twiss remained un- 
scathed. And orders began coming 
in from across the country. 

Fitting like a pair of spats around 
the shoes, the leggings are adjust- 
able via leather straps. They sell for 
around $12 a pair at retail. 


One of the thin but hardy aluminum leg- 
gings is fitted on a customer by manu- 
facturer Alvie Twiss in his small factory. 





Alabama Firm Begins Output 
Of Vulcanized Work Shoes 


HUNTSVILLE, ALA.—Alabama 
Shoe Company, a Genesco subsidi- 
ary, has begun production of work 
shoes by the vulcanizing process. 
Within several months, company 
officials said here, they hope to have 
100 vulcanizing machines in use. 
Eventually they hope to enter full- 
scale production of vulcanized foot- 
wear. 

For the past four years, the com- 
pany has produced more than 1% 
million pairs of work shoes and 
military boots annually. The plant 
employs more than 600 workers. 
Initiation of the vulcanizing process 
may lead to a substantial increase in 
this number. 


Hannahsons Will Introduce 
New ‘Di Scarla’ Line for Fall 


HAVERHILL, MASS. — A new 
women’s line featuring dress shoes 
in the $10.95-$12.95 range will be 
marketed by Hannahsons Shoe Com- 
pany for the fall season under the 
name “Di Scarla Footwear.” The line 
will be merchandised to retail and 
department stores on a make-up ba- 
sis. 

Commenting on the line, a com- 
pany spokesman said it “fits into a 
price bracket which at the present 
time has been practically voided by 
the movement of established brand 
lines into higher price fields due to 
leather cost increases.” 


According to the spokesman, the 
new line “will feature very heavily 
the unlined, flexible construction 
footwear in calfskins, silk suedes, 
glaced kids and crushed and grain 
leathers on gently pointed toe lasts 
running in heel heights from 23/8 
down to 14/8. In addition to very 
thin heels, the line will also feature 
tailored types of built-up leather 
heels.” 


New Haverhill Pattern Firm 


HAVERHILL, MASS. — A new 
pattern concern, the George W. Mc- 
Carthy, Jr. Pattern Company, has 
opened for business here. Heading 
the company is Mr. McCarthy, who 
has had several years of experience 
as a model cutter and pattern 
maker. 

Early in his career he was a 
pattern maker with the Air Step 
division of the Brown Shoe Com- 
pany. Until recently he has been 
associated with the McCarthy & 
Gallagher Shoe Pattern Company, 
also of Haverhill. 
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To All Shoe Tracelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the REcorpER de- 
pends on the traveler to keep up a steady flow of news. If 
you have a news item, write to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
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228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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BSWU Calls for Sales Push 
As Spur to Higher Production 


BOSTON—A leading union of- 
ficial has challenged shoe manufac- 
turers to boost their total produc- 
tion closer to capacity by adopting 
a more aggressive sales approach. 

John J. Mara, president of the 60,- 
000-member Boot and Shoe Workers’ 
Union, said in a formal statement: 
“American shoe manufacturers can 
make a billion pairs of shoes a year. 

. But even in its best years, (the 
industry) works up to only about 60 
per cent of this capacity. ... Maybe 
the shoe industry is so production- 
happy it just can’t orient itself to 
new sales techniques. 

“Whatever the explanation,” Mr. 
Mara declared, “until the shoe in- 
dustry adopts a more aggressive, 
consumer-slanted sales and price ap- 
proach to its problems, it can ex- 
pect no more than its traditional 
cold-molasses flow forward.” 

The union charged that the shoe 
industry “ran scared in 1958” with 
a resulting production decline. Out- 
put of shoes last year, it said, 
amounted to 3.5 per cent fewer pairs 


per person than were made in 1957. 

The BSWU forecast 1959 output 
of 610 million pairs, but added that 
“the population growth is still mov- 
ing faster than the shoemakers.” 


Partner Sells Out; Colton 
Becomes Brogan Footwear 


LOS ANGELES—Colton Foot- 
wear, Inc., of Los Angeles is now 
named Brogan Footwear, Inc. The 
name change came about when 
Robert Brogan purchased the hold- 
ings of his partner, Victor Colton. 

Mr. Brogan bought controlling 
interest in the business about five 
years ago, and recently it was de- 
cided to dissolve the partnership. 

The firm will continue to manu- 
facture flats and 3/8 to 8/8-heel 
casuals but with more expensive 
construction. Prices will cover a 
wide range from a retail of $8.95 
through an ultra-fashioned jeweled 
number selling at $89.50. Major 
portion of the line will undoubtedly 
span the $13-17 price range. 

Mr. Brogan plans to have a line 
of women’s calf-lined boots and 
after-ski boots ready in May. 


Production Halts at Puritan; 
Firm Assigned for Creditors 


LOS ANGELES—Puritan Shoe 
Manufacturing Company of this city 
has been closed down and assigned 
for benefit of creditors. The firm 
manufactured flatties retailing from 
$4.95 through $6.95. 

It will not be known until a later 
date whether the business will be 
sold as a whole or in lots at auction. 
E. J. Raymond is head of the com- 
pany. 


Freeman Profit-Sharing Plan 


BELOIT, WIS. — Directors of 
Freeman Shoe Corporation have 
approved a contribution of $75,000 
for 1958 to the employees’ profit- 
sharing fund of the company. This 
amount represents the initial com- 
pany contribution to the plan es- 
tablished in 1957. In addition to the 
profit-sharing plan, which covers 
service after December 1, 1958, the 
company has also established a 
past service pension plan, under 
which benefits have been paid com- 
mencing January 1, 1959. 
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Something New For You 


Fold ‘em, twist ‘em, roll 'em—Quoddy Deerslayer Moc- 
casins always sprin 
quality deerskin, they make perfect traveling companions. 

Quoddy Deerslayers are a double value—two thicknesses 
of deerskin insure smooth finish inside and out. Foam inner- 
sole, covered by deerskin, makes walking feather soft. Styled 
for all the family, with flexible chrome leather sole, or without 


Deerslayers are the newest addition to our moccasin line. 
We carry world's largest stock, all price ranges—$2.98 to 
Over 150 styles, 


Write for your illustrated price list today. 


back into shape. Crafted of supple, top 


colors, sizes, give same-day 


Spiegel-Stanley Co. 
Portland 3, Maine 











Giant Mocs Signal Spring 
Promotion for Huskies Brand 

NEW YORK—One hundred moc- 
casins, each about four and a half 
feet long, have been dispatched to 
retail outlets in connection with a 
Hussco Shoe Company promotion. 

The huge mocs will serve as win- 
dow displays. By guessing their 
length, passersby can win a pair 
of Huskies moccasins. As each con- 
test ends, the mocs will be moved 
on to another store, Hussco spokes- 
man said. 

The contests are part of a major 
spring promotional drive announced 
for the Huskies moccasin line. It 
is the first such drive in several 
years, according to William Garvin, 
managing director of Hussco. 

Participating retailers will also 
receive a kit of ad mats, photo- 
graphs, contest forms and feature 
stories. 


So. Carolina Firm Markets 
Soling, Linings and Tapes 

GAYCE, S. C. — Custom-made, 
light-colored soling, socklinings, 
counter and counter lining mate- 
rial and shoe tapes are now being 
featured by Continental Tapes. The 
firm, with a long record in produc- 
tion of industrial tapes and other 
products, has recently begun serv- 
ing the shoe industry. 

“Ideal factory conditions” make 
it possible to make and keep spot- 
lessly clean pastel and light-colored 
custom soling materials, officials 
state. They can be made in any 
color in smooth or ribbed patterns. 
Plastiliner coated fabrics and 
papers are featured for their econ- 
omy-in-use and ease-in-care quali- 
ties, as socklinings and counter and 
counter lining materials. 


For the One-Color Look 


This Naturalizer pump, offered in a gamut 
of colors, is a current Shoe of the Month 
selection by the Shoe Fashion Board of 
St. Louis. The slender, medium-heeled 
town pump with tapered toe and match- 
ing leather vamp ornament uses waxened 
Plaza calf, resulting in almost trans- 
parent color in pleasing muted tones of 
garden green, Deauville blue, Peria beige. 
and April in Paris pink. 





Military Contract Awards 


PHILADELPHIA — The Military 
Clothing and Textile Supply 
Agency has announced awarding of 
the following contracts: 

QM 36-243-59-490, insulated cold 
weather boots, classes 1 and 2—B. F. 
Goodrich Footwear and Flooring Com- 
pany, division of B. F. Goodrich Com- 
pany, Watertown, Mass., 5480 pr. @ 
$10.41-11.11, $59,301.70. Bids opened 
February 11. 

QM 36-243-59-517, swim shoes— 
United States Rubber Company, Nau- 
gatuck, Conn., 3216 pr. @ $9.56, $30,- 
744.96. Bids opened February 24. 

QM 36-243-59-530, cold-weather fire- 
men’s boots, type MA-1—B. F. Good- 
rich Footwear and Flooring Company, 
division of B. F. Goodrich Company, 
Watertown, Mass., 1524 pr. @ $27.48- 
27.96, $42,141. Bids opened March 2. 


Excelotex Associates to Make 
Plastic Heels in Cuba, Mexico 

NEW YORK—In collaboration 
with associates in Cuba and Mexico, 
Excelotex Products Corporation of 
New York City is starting produc- 
tion of molded plastic heels for wo- 
men’s shoes in those two countries. 
The heels will be made at plants in 
Cuba and Mexico. Both are ex- 
pected to be in operation by the end 
of this month. 

According to Joseph S. Elmaleh, 
president of Excelotex, initial pro- 
duction at each plant will be 45,000 
pairs weekly, with plans calling for 
100,000 pairs weekly by year’s end. 
The heels will be made for the 
Cuban and Mexican markets. Al- 
though there are no plans to export 
them to the U. S. or Canada, they 
will be exported to other Latin 
American countries, Mr. Elmaleh 
said. 


Irving Drew’s Shipments Rise 


LANCASTER, O. — The Irving 
Drew Corporation, women’s shoe 
manufacturers, showed a 26.67 per 
cent gain in net shipments for 1958 
in comparison with the year before. 
George P. Utley, president, said, 
“As far as net shipments are con- 
cerned, this was the biggest year in 
the history of the company.”’ The 
company makes the Drew, Dr. Hiss, 
Cantilever and Crikett brands. 


New Italian Patent for Ripple 

DETROIT — Additional patent 
protection covering several im- 
provements to the Ripple Sole has 
been granted by the Italian govern- 
ment to the Ripple Sole Corporation. 
Leonard Hack, company president, 
said are and herringbone designs 
are included in the patent coverage. 
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Nylon Piling Popular for Boot 
Linings, Fabric Firms Find 


NEW YORK—The National Shoe 
I'abric Association says its mem- 
bers are reporting heavy sampling 
and substantial ordering of nylon 
piling for linings by boot manufac- 
turers. The pilings, which carry a 
warrantee from the association, are 
guaranteed washable and dry-clean- 
able. 

NSFA cited the experiences of 
several member firms: One of them, 
Majestic Fabrics, Inc., stresses the 
insulation quality of nylon, since 
many boots are styled to be worn 
both indoors and outdoors. Its out- 
standing colors are black and red; 
black and harvest gold, and black 
and tangerine. 

Gilbert Freeman, Inc., is reported 
shipping nylon piling to manufac- 
turers of men’s work boots, men’s 
and women’s desert boots and boys’ 
chukkas. Fine stripes in color com- 
binations of black and red as well 
as red, gray and black, and also 
white are reported best sellers. 

Interest in both solids and stripes 
is reported by Shain & Company, 
with heavy sampling in natural 
tones and brown shades. Conti- 
nental Textile Corporation has had 
heavy sampling of black and white 
stripe nylon piling, along with 
black and gray, all-red and all- 
white. 

International Fabric Corporation 
finds stripes most popular, followed 
by flat and check effects in black 
and white or black and red com- 
binations. 


Du Pont ‘Taslan’ Threads 
Used in Footwear Inseaming 


NEW YORK—Shoes with inseam- 
ing of “Taslan” textured nylon 
threads were shown here by E. I. 
du Pont de Nemours & Company. 
Although these threads are being 
introduced in inseaming, a com- 
pany spokesman said, they may 
eventually fit into other shoe sew- 
ing operations. 

According to Du Pont, the new 
threads offer advantages over syn- 
thetic threads currently used in in- 
seaming in that they give improved 
wax pickup, excellent holding of 
the last stitch, and a tight hinge.” 
High strength, abrasion resistance 
and long flex life are also claimed, 
and the synthetics are not weakened 
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at action prices 
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79-81 READE ST., 





N. Y. 7 + WO 2-5180 
by 


rot, mildew or _ perspiration. 
“Taslan” textured yarn results 
from a method of texturing dis- 
covered several years ago by Du 
Pont, the company 
plained. 

“One 
tween ‘Taslan’ 


important difference be- 
and most other tex- 
tured yarns,” said the spokesman, 
“lies in what fibers may be used. 
. The Du Pont technique does not 
depend upon chemical properties. 
Thus any fiber, filament or spun, 
natural or synthetic, or a blend of 
both, may be used in the manufac- 
ture of ‘Taslan’ textured yarns.” 


Now a new development permits | 
several | 


the texture-blending of 
ends of yarn, resulting in a new 
range of yarn products, the com- 
pany stated. 


Russo Leather Moves 


LOS ANGELES Leather 
& Findings Company has set up a 
shoe store supplies showroom in the 
company’s new building at 1460 E. 
Fourth St., here. The firm is a dis- 
tributor and jobber of findings as 
well as a manufacturer of Indian- 
type moccasins. The moccasin fac- 
tory occupies the top floor at the 
new site. 
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‘Halo’ Lasts Have Found 22 
Adaptations, Sterling Says 


LONG ISLAND CITY, N. Y.— 
Sterling Last Corporation’s new 
“Halo” lasts have been translated 
into 22 adaptations by 17 leading 
U. S. shoe manufacturers, company 
officials report. They view this suc- 
cess as “proof positive that there 
has existed for some time past a 
definite need for a change of sil- 
houette to impart a new, fresh 
character to fashion footwear.” 

The Halo lasts have a slightly 
ovaled, elongated toe and a profile 
exemplified by an exceedingly flat- 
tened top. 

Sterling officials say, “Manufac- 
turers who at first considered this 
new form another fad or passing 
trend, are now aware that the 
ovaled toe is fast becoming the ac- 
cepted new look for shoes. The only 
question remaining,” they state, 
“‘concerns interpretation—the de- 
gree of the oval, casual or dressy 
styling, and on which heel heights.” 


Grain Side of Amaleo Leather 
Called Complement to Suede 


WILMINGTON, DEL.—A new us- 
age for Ruffini, a top-fashion finger- 
print nap suede marketed by Amal- 
gamated Leather Companies, Inc., 
is claimed by Edward C. Bunn, vice- 
president and sales manager of the 
firm. 

“The reverse or grain side of this 
leather precisely complements or 
matches the suede side,” he said. 
“With fashion trends pointing up 
silky suede trimmed with smooth 
leathers, Ruffini thus satisfies an 
important manufacturing need.” 
The grain side of Ruffini is essen- 
tially a true aniline, Mr. Bunn said, 
making it extremely crock-resistant. 
In addition the reverse side is spot- 
proof and readily washable with a 
damp cloth, he added. 


Side Upper Leather by Carr 


PEABODY, MASS.—A new side 
upper leather, designed for use in 
women’s shoes, has been added to 
the line of the Carr Leather Com- 
pany, here. It is light in weight, 
chrome tanned and has a smooth 
finish. The new leather is available 
in black and white and in seasonal 
colors. Sampling is reported to be 
heavy. 


Shoes for ‘Maid of Cotton’ 





Miss Malinda Berry, chosen “Maid of 
Cotton" for 1959 by National Cotton 
Council, picks her spring shoe wardrobe 
with assistance from Frank Fleming, pres- 
ident of Valentine Shoe Company la 
Genesco division), at New York show- 
room. At a fashion showing in the Wal- 
dorf-Astoria, Miss Berry modeled cos- 
tumes from leading dress designers, with 
accessories from Valentine and other 
shoe manufacturers. 





WANTED TO PURCHASE 


M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Honest Dealing 
137 West B'dway New York City 
Tel. Beekman 3-0141-2 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
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OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 
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Import Curbs Slow Argentine 
Tanners in Modernization 


BUENOS AIRES — The Argen- 
tine government’s import regulations 
have slowed the tanning industry’s 
program of modernization. The re- 
strictions severely hamper the ability 
of tanners here to buy foreign equip- 
ment and chemical materials needed 
for improvement of the industry. 

Production of leather in 1957 was 
slightly higher than in 1956, accord- 
ing to new government figures. But 
output of leather has failed to keep 
pace with the expansion of all manu- 
facturing industries. 

In 1957 a total of 4,750,000 cattle 
hides—including calf and kip—was 
processed. Of these, 2,850,000 were 
chrome-tanned. The other 1,900,000 
were vegetable-tanned. 

Labor problems and high costs are 
making it increasingly difficult for 
Argentine tanners to compete in 
world markets. 


Hussco Names Distributors 
NEW YORK—The Hussco Shoe 
Company has named three West 
Coast distributors to sell its new 
line of canvas oxfords. They are the 
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—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 
342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
City 
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MacPherson Leather Company of 
Los Angeles; the MacPherson 
Leather Company of San Francisco, 
and the Utah-Idaho Leather Com- 
pany of Salt Lake City. 


Boot and Shoe Recorder 














Wanted to Purchase 














FAIR WARNING 


After transacting your business with 





for Any yp pee ap -_ ate 
UNCLE LOUIS you will be so PLEASED AND SURPLUS SHOES bape for cach —cualliy chess, 
OVERJOYED you surely will feel like kiss- CANCELLATIONS SS 
ing him. COMPLETE STORES write, wire or phone immedi- 
Write or wire fast ace ately. 
tien . . . qua ty, men’s, M. K. Weil Shoe Co. 
PLEASE DON'T women's and children’s shoes. 1215 ieee Rane 
CAUSE AUNT JENNIE IS JEALOUS yi a FOR OVER 43 YEARS cE. wa en 
lity Sh Si: "32 
UNCLE Louis Camitte & son! | Mu (hi (a ert “Pulte ia Tows See Well 








91 Reade St., N. Y. C. WOrth 2-5063 


1235 Washington, St. Louis 3, Mo 























B. & R. PAYS THE LIMIT | 
WE BUY CLOSE OUTS Cc WE BUY 





COMPLETE SHOE STOCKS A Your BRANDED 
Phone or and DISCONTINUED 
a LEASES ASSUMED : SURPLUS STOCK 
YOUR NAME PROTECTED ncn ie 
WaAlnut 5-2062 


B&R SHOE CORP. 74 j LY. W 
Reade Street, New York 7, .Y. WOrth 2-6358 CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6, Pa. 


TOPPS PAYS THE TOPS | _......-- 
wa ane aavanens -T COMPLETE STORES ! 


We buy Men's, Women's, Children's Shoes a i 


Complete Stores FOR OPERATION | 1 W A N ' F ) i 
if 3 


TOPPS SHOE STORE ’ a 
Confidential negotiations by a 


4116 Bergenline Avenue £ - ill 
Union City, N. J. UNion 3-6413 rated . . . experienced retailers 


Phone or Wire Collect | ARRONSON BROS. & BAYROFF 8 


i 100 Chambers St., N.Y.C. RE 2-4170-4171 t 
eae eee se 






































WE PAY MORE /,_,,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
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Personnel 








M. R. WILLIAMS 
Also a Director 


c. L. RICHARDSON 
Elected to Board 


Elected ... 


Marshall R. Williams and C. Leon- 
ard Richardson, as members of the 
board of directors of B. B. Walker 
Shoe Company, Asheboro, N. C. Mr. 
Williams is treasurer of the com- 
pany and Mr. Richardson is corpo- 
ration secretary. Their election re- 
sulted from stockholders’ approval 
of an increase in board members 
from three to five. 


Appointed ... 


Burdette R. (Mac) McVay, as 
sales manager for International 
Shoe Company’s new Vita Poise 
high-grade children’s shoes divi- 
sion, with his offices in St. Louis. He 
had been assistant sales manager 
for Vaisey-Bristol Shoe Manufac- 
turing Corporation. 

Myron B. Wolf, as sales repre- 
sentative for Lucky Stride Shoes, 
Maysville, Ky., in New York and 
New England, with offices in the 
Marbridge Building, New York 
City. Mr. Wolf is president of the 
Boot and Shoe Travelers’ Associa- 
tion of New York and president of 
the Nationa] Council of Salesmen’s 
Organizations. 


Marcus Swan, as sales representa- 





FRANK LOEB 
With Kickerinos 


GEORGE QUAMMEN 
With Enna Jettick 
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MYRON 8B. WOLF 
To Lucky Stride 


BURDETTE McVAY 
Sales Manager 


tive for Viner Brothers, Inc., Ban- 
gor, Me., covering Michigan and 
Ohio. His headquarters will be in 
Columbus, O. 

Harry (Had) Albright and Harry 
Rahn, as sales representatives for 
Hannahsons Shoe Company, Haver- 
hill, Mass. Operating from his 
home in Worthington, O., Mr. Al- 
bright will cover Ohio and eastern 
Pennsylvania. He replaces Bart 
Hunter, who has retired from the 
road after 25 years with the firm. 
Mr. Rahn, who lives in Park Forest, 
Ill., will cover Illinois, Wisconsin 
north to Milwaukee and Madison; 
Indiana and cities abutting this 
area in adjacent states. 

George Quammen, as Pacific 
Northwest representative for Enna 
Jettick Shoes, Inc., Auburn, N. Y. 
Mr. Quammen, who succeeds the 
late Everett Poole, will cover Wash- 
ington, Oregon, Idaho, Montana and 
11 counties in northern Wyoming. 

Frank Loeb, as representative for 
Kickerinos division of The Hampton 
Corporation, Milwaukee, covering 
Ohio, West Virginia and Kentucky. 

Herman Larkey, as a salesman 
for John Addison Footwear, Inc., 
Marlboro, Mass., covering Wiscon- 
sin, Minnesota and Illinois. He for- 





JOS. TRAXLER, JR. 
Joins Partnership 


DUANE MILLER 
Joins Armour 





HARRY ALBRIGHT 


MARCUS SWAN 
Joins Hannahsons 


Named by Viner 


merly covered the same territory for 
Chippewa Shoe Company. His home 
is in Milwaukee. 

William L. Towsend, as sales rep- 
resentative for Golo Footwear Cor- 
poration, New York, covering 
southern Texas and Louisiana. He 
lives in Rockwall, Tex. 

Chester Kaufman and Herb Cha- 
sen, as salesmen for the Somers- 
worth Shoe Company, Somersworth, 
N. H. Mr. Kaufman will sell the Ci- 
tations in-stock line in upstate New 
York and Greater New York City, 
replacing Monroe Hampton, who 
resigned. Mr. Chasen will cover 
California, Arizona and Nevada. 

Thomas L. McConnell, as adver- 
tising and sales promotion manager 
of the Herbst Shoe Manufacturing 
Company, Milwaukee, a newly cre- 
ated post. The position entails du- 
ties formerly held by Vice-President 
John F. Herbst, who will devote 
increased effort to sales and admin- 
istration. 

Henry Lawrence, Jr., as superin- 
tendent of the Dorson-Fleischer 
Shoe Company, Manchester, N. H.., 
manufacturer. He joined the firm 
several months ago. 

John Rhodes, as plant superinten- 
dent for the Ortho - Vent Shoe 
Company, Salem Va. R. Robert 
Stacy becomes administrative assis- 
tant to the president. 

Charles M. Coffin, as vice-presi- 
dent-manufacturing of the B. F. 
Goodrich Industrial Products Com- 
pany, a division of the B. F. Good- 
rich Company, Akron, O. He was 
formerly superintendent of manu- 
facturing services for the footwear 
and flooring division. 

Duane (Duke) Miller, as style and 
promotion director for the upper 
leather division of Armour Leather 
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Company, with his headquarters in 
Sheboygan, Wis. He was formerly 
associated with the Panorama divi- 
sion of International Shoe Com- 
pany. 

Robert B. Stein, as sales manager 
for the Harri Hoffmann Company, 
Inc., Milwaukee shoe dressings firm. 
He was formerly a buyer of chil- 
drén’s shoes for Milwaukee’s Bos- 
ton Store. 

Donald O. Stovall, as Midwestern 
sales representative for Latex Fiber 
Industries, Inc., Beaver Falls, N. Y., 
a subsidiary of United States Rub- 
ber Company. His headquarters will 
be in Detroit. 

William Flower, as_representa- 
tive for two divisions of Collins & 
Aikman Corporation, New York, 
covering the shoe trade. He will 
handle flat fabrics for Stead & Mil- 
ler and plush and frieze fabrics 
for the Cavel division. 

Victor H. Lawrence, as_repre- 
sentative of Hart Products Corpo- 
ration, New York, for the sale of 
leather chemicals in the Western 
U. S. He will make Chicago his 
base. 

Leo P. Devarenne, as a_ tech- 
nician in the leather dyes depart- 
ment of Ciba Company, Inc., New 
York. 


In Business ... 


Joseph Traxler, Jr.. named an 
equal partner in the firm of Shoe 
Products Sales Company, St. Louis, 
manufacturers’ representative. The 
company was organized in 1955 by 
Arthur Snedden, president, George 
Convy and Elmer Oppelt, who are 
still members of the firm. 


Retiring... 


W. J. Harney, from Vitality di- 
vision, International Shoe Com- 
pany, after serving as Ohio sales 
representative since 1931. Fifty of 
his customers honored him at a 
dinner in Cleveland, where a plaque 
signed by customers representing 
17 shoe companies in 11 Ohio cities 
was presented to Mr. Harney. 

J. F. (Jack) Murphy, from his 
post as manager of The Ohio Leath- 
er Corporation in Boston. Mr. Mur- 
phy, who celebrated his 50th anni- 
versary with The Ohio Leather 
Company last October, will con- 
tinue in an advisory capacity to the 
company’s Boston office. 
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Cozy and Washable 





“Terry Zipper Bootie," at left, is com- 
pletely washable, on crepe outsole, avail- 
able in pink, blue and maize. Available 
in children's sizes 3-8. Right: Moccasin 
style slipper, also completely washable, 
available in red or natural sueded cloth, 
with 100 per cent deep pile orlon collar, 
cowboy print on tongue, crepe outsole. 
Available in children's sizes 5-11. Both 
are "Snuggins Night Lighters" by Nohel 
Manufacturing Corporation. 





‘Auto Alarm’ Is Developed 
To Guard Against Looting 


CLEVELAND—A local firm has 
come up with a 
device that may 
solve the travel- 
ing salesman’s 
frequent prob- 
lem of how to 
guard against 
auto looting 
and vandalism. 

The “Police Auto Alarm” which 
attaches inside a car’s hood, triggers 
the horn whenever anyone tries to 
tamper with any part of the car. A 
switch sets the alarm for the period 
the driver is away from his car. 

According to the manufacturer, 
the Gregory Sales Company, which 
has offices in Cleveland’s Marion 
Building, the box-like alarm device 
fits either 6 or 12-volt systems. 





"Police Auto Alarm" 


Suppliers’ Advertising Cited 


SPRINGFIELD, MASS. — Two 
shoe industry suppliers have been 
cited for advertising excellence by 
the Advertising Club of Springfield. 
Winning a merit award in sample 
promotion was J. Lichtman & Sons, 
Newark, N. J., and Pittsfield, Mass., 
tanning firm, for its “Palette Box’ 
sampler. Honorable mention went to 
the A. H. Rice Company, Pittsfield, 
maker of sewing thread. Both entries 
were prepared by Jules L. Klein Ad- 
vertising, Pittsfield. 


Role of the Salesman 


Stressed at Seminar 


(CONTINUED FROM PAGE 94) 

Question-and-answer periods gave 
the store managers an opportunity 
to voice some of their problems. 

At a dinner in the evening, Fred 
Siegel, vice-president of National 
Shoes, presented gold watches to six 
employees who were eligible to join 
the 25-year club, and sterling pen 
and pencil sets to 12 employees who 
had been with the firm for 10 years. 

Emil Mogul, Milton Guttenplan 
and Myron Mahler, executives in the 
firm of Mogul, Lewin, Williams and 
Saylor, National Shoes’ advertising 
agency, outlined promotions, plans 
and “commercials” that are sched- 
uled for newspaper, TV and radio 
during the coming months. 

A talk by Louis Fried, president 
of National Shoes, climaxed the 
day’s activities. He told the group 
there was good reason for the ‘‘Op- 
portunity Knocks—$ign for ’59” and 
disclosed that National, with 152 
units, had registered a 7.5 per cent 
sales increase in the six months end- 
ing January 31. The company, he 
said, anticipated a further gain to 
9 per cent and over in the next half 
year. National added four new stores 
during March, bringing the total 
to 156, with an expected annual sales 
volume of $25 million. 

After three consecutive years of 
adding new stores at the rate of 
approximately one a month, the 
chain has doubled its expansion 
schedule, setting its sights to a total 
of 200 stores by 1961. 

Mr. Fried emphasized, “The out- 
look in the retail shoe business to- 
day is excellent. However, in order 
to achieve our goals, we must have 
fresh, creative, constructive thinking 
to meet the challenge of fierce forms 
of competition. . . . We can meet 
and beat competition with actions 
born of sound, exciting, dramatic 
ideas in selling, promotion, produc- 
tion and distribution. 

“Mass population shifts to the 
suburbs have opened new and profit- 
able doors for the imaginative re- 
tailer. The ultimate decision as to 
the success or failure of a retailing 
business is in the hands of the buy- 
ing public. It is the public that de- 
cides, but we must do our part to 
tip the scales in our favor.” 
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Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











EXPANDING SALES ORGANIZATION 


Well Known Manufacturer of Women's and Girls’ Popular Priced Footwear plans to expand 
sales organization. Efficient In-Stock service. Excellent opportunity for experienced salesman 
with established following. Men with retail background desiring to progress into a traveling 
sales poosition will be considered. Write complete details. 


Reply to Bex 410, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa. 


Replies confidential. 








SALESMEN WANTED: LINE CHIL- 
DREN’S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana, 
Michigan, Iowa and Pennsylvania. If interested 
in any other territory write. Will censider. Re- 
ply to Box 364, Boor anp SHoe Recorper, 
Chestnut & Sé6th Streets, Philadelphia 39, Pa. 


VOLUME MANUFACTURER OF POPU- 
LAR PRICE Infants’, Children’s and Boys’ 
Shoes desires representation in Up-State New 
York, New England area, and Southwest. Large 
In-Stock Department and Make-Ups. National 
Distribution. Reply to Box 411, Boor aNp 
Suor Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Pa. 








OKLAHOMA 


Established Manufacturer of Women's and 

Girls' Popular Priced Shoes has ~-—- for 

experienced t we ert 

Service. Man with retail 0 ell wil be 

considered. Replies confidential. 

Reply to Box = BOOT & SHOE RECORDER 
Chestnut & h Streets, Philadeiphia 39, Pa. 














LEADING “AND WELL ESTABLISHED 
MANUFACTURERS of Arch Supports and 
Orthopedic Corrections has opening for repre- 
sentative to travel Midwest, Western and 
Southern States. Drawing account against com- 
mission. Reply to Box 404, Boor ann SHoE 
Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Pa. 








LINE WANTED 





NEED NEW BLOOD? I HAVE YOUTH, 
EXPERIENCE, ABILITY in Men’s, Boys’ 
and Children’s Shoes. Currently selling Men’s 
and Boys’ Casuals and Slippers to Volume 
Trade. Desirous of change. Reply to Box 402, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 








WANTED: QUALIFIED SALES REP- 
RESENTATIVES. Calling on Architects, 
Chain Store Construction, Fixture and Equip- 
ment Buyers. Manufacturer of Portable Elec- 
tric Signs and Special Display Lighting Fix- 
tures for the first time is initiating its sales 


program through Direct Salesmen. Exclusive 
territories. Exceptional opportunity. Reply to 
Box 405, Boot anp SHoe Recorper, Chestnut 


& 56th Streets, Philadelphia 39, Pa. 





SHOE SALESMEN TO CALL ON RE 
TAIL TRADE for Noetsonaily Advertised, Pop- 
ular Priced Line of Children’s Shoes as com- 
panion to non-conflicting Line. Territories open 
in South and Southeast. Submit resume. Re- 
plies confidential. Reply to Box 407, Boot anp 
SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Pa. 








SALES AIDS 








CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

is payable in advance 





NEW BOOK OUT 


SALESMANSHIP TODAY AND TOMOR- 
ROW VIGOROUSLY WRITTEN OF FACTS 


TO AID IN SELLING. $1.95 Postpaid. 


Greenwich Book Publishers, Dept. A 
489 Sth Ave., New York 17, N. Y. 


SALESMAN WANTED: High grade, im- 
ported Italian men’s shoes in stock and make- 
up. Highest commissions paid monthly. Estab- 
lished business in territories available. East 
Coast, West Coast, and South. Can be carried 
with non-conflicting side line. State experience 
and references in first letter. Reply to Box 385, 
Boot anp SxHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 





SALESMAN Y WANTED: ~ North: Carolina, 
South Carolina, to carry a complete Line Men’s, 
Women’s, Children Footwear, including Canvas 
and Rubber Footwear. Must be experienced in 
this territory. Traveling expenses plus com- 
mission. THE MARCO SHOE COMPANY 
INC., 24 South Hanover Street, Baltimore ‘a 
Md. 








IMPORTERS OF TENNIS, CANVAS 
AND RUBBER SHOES; also very short line 
of Boys’ and Men’s Leather Shoes, seek repre- 
sentation. Good repeat business. Many terri- 
tories open. Reply: G. P. O. Box 435, New 
York. 








ALABAMA and GEORGIA 


Opening for Experienced Salesman by Manu- 

facturer of Women's and Girls’ Popular 

Priced Shoes. Complete in-stock service. Will 

consider man with retail experience. Replies 

kept in strict confidence. 

Reply to Box 408, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 




















SIDELINE SALESMEN WTD. 





SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SHor Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 








WANTED: SIDELINE MAN 


To sell Miller Shoe Trees and Cordo- 
Hyde Laces in New England, South- 
eastern United States, and Rocky Moun- 
tain area. 


©. A. MILLER COMPANY 
Plymouth, New Hampshire 











RETAILER WANTED 





FOR TWO DAYS A WEEK OUTSIDE 
SELLING. Increase your weekly earnings. 5% 
commission. Represent America’s largest dis- 
tributors of Women’s Wide Width Footwear. 
Large sizes. Extensive in-stock department. 
Areas available: North Carolina, South Caro- 
lina, Tennessee, Kentucky, Arkansas, Penn 
sylvania (outside of Philadelphia), as well as 
others. Write for catalog. NU-WAY SHOE 
COMPANY, INC., 142 Duane Street, N.Y.C. 








BUSINESS OPPORTUNITY 








IMPORTERS: We are Experienced in Fin- 
ishing Your Stadium and Velvetgator Boots 
with Mouton and Rabbit. Packed to your 
Specifications and shipped directly to your cus- 
tomers. Reply to Box 399, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 








SHOE MANUFACTURER 


Doing Million Volume: Needs Depart- 
ment-Chain Store Salesman, or Other 
Manufacturer to Make Investment. 


Reply to Box 408, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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WANTED TO PURCHASE 








| WANT TO BUY 
YOUR SHOE STORE! 


Family, Speciality Store, or Leased 

Department. Volume should be over 

$65,000. Preferably within 250 miles of 

Chicago. 

Reply to Box 412, BOOT SHOE i 
Ches' , 











itnut_ & 56th Sts.. Phil jade|phia 39. 








GIVE-AWAYS 





Coloring and Comic Books, Imprinted Pre- 
miums . .. Free catalog. Our New Address: 
Hecht Mfg., 184W Merrick Road, Merrick, 
ie 











SALESMAN PARTNER 
WANTED 


SUCCESSFUL STITCHDOWN MANU- 
FACTURER seeks salesman-partner with fol- 
lowing to open new plant. All replies confi- 
dential. Reply to Box 406, Boot anp SHog 
Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Pa. 
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THE UW 

BOX TOE AND LINING 

TRIMMING MACHINE 
MODEL C 


Prepares men’s, women’s and children’s shoes 
for flat toe lasting 


@ PREFORMS THE TOES 


® TRIMS LOOSE LINED, COMBINED LINED 
AND UNLINED SHOES UNIFORMLY 


® PRODUCES IDEAL CONDITIONS FOR 
FLATTER BOTTOMS AND SHARPER 


FEATHER LINES (BAT 





wJnited SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


Boot and Shoe Recorder 





in the 


ROYALTY of 
patent leather 


by 
lentil 





For All Concerned In The Sale 


THEY RE 


REATEST!" 


Great Style 


Acceptance that only the “right” 





styles bring. . . . Each age group 


has its own strong style program. 








Great Value 


Unchallenged in the boys’ shoe 
field, a priceless asset earned by 
forty years, and more, of making 


only the finest boys’ shoes. 


; In Stock To Gerberich Dealers 
Great Retail Performance 


Gerberich dealers are getting the cream of the very profitable boys’ shoe busi- 
ness. And, they’re getting it because they sell the most complete package in 
their field. The boys’ business is a great and growing business, with a potential 
unequalled in shoe retailing. Gerberich dealers are insuring this future by 
offering the broadest size range in the field, and a comprehensive program of 
specialized styles for each age group ... all from one resource, GERBERICH. 


SELL ALL 3: Youths 8'2-12-3+Boys 1-6- Big Boys 62-11 


GERBERICH-PAYNE SHOE COMPANY Mount Joy, Po. 
OFFICES: New York, Marbridge Bldg., Room 417 ° Los Angeles, Alexandria Hotel, Room 805 . 
Philadelphia, 12 S. 12th St., Room 914 e In Canada, J. Leckie & Co., Ltd., L. H. Packard and Canada West 





